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Best Retail Shoe Prices NEW YORK, AUGUST 27, 1932 


What are the best prices at retail to- 
day? We analyze price appeal. The 
robust market for men’s shoes at $5.00 
and up, needs the stabilizing approval 
of a man’s price—not the penny gesture IN THIS ISSUE 
of the bargain basement. 

Regular prices imply regular goods. 
If Ohio leads the states in retail sales | Voice of the Trade Observations and Comment 
taxation, then the $2.98 price will go to 2 
$3.00 even to expedite rapid calculation | News Across the Sea By Ruth Harrington 
by clerk and customer. Many states 
contemplate similar taxes collected by | Team Work in the Store 
the final dealer. 

When Boston permits a retail store to | Drape Suit Favors Custom Last An Important Men’s Style Develop- 
run a canvas streamer across its prin- 
cipal street as a sign for a special sale; 
and when Broadway, New York, has all 
the freaks of the mid-way barking for 
business out in front, isn’t it high time 
that someone with common sense pre- 
vents the further deterioration of Main 
Street? Tricks of cunning have taken My Life of Style By lune: Conners 
the place of sound common sense. Of ? P 
what value is the Main Street lease | '462 Pairs at Full Price Bat ag oe can yf 
when any shop with a political pull can 
get concessions advantageous to the in- 
dividual but catastrophic to the com- | show Use in Shoe Windows Customers Think of Shoes in Connec- 
munity? tion with Costumes, Occasions or 

We show how to eliminate the eyesore Activities 
on Main Street. 





A Hosiery Contest That Scored 3700 How Potter Shoe Company Planned 
an Put: 1h Ques so Jo. cees soa 20 


The Editor’s Outlook : By Arthur D. Anderson 


Shoe Store Service Section 


Vv Shoe News 
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A great profession favors 


HERE’S THE REASONI! 


NE of our dealers in a large 
city reports a large volume 
of business coming directly or in- 
directly from the voluntary recom- 


mendation of a local chiropodist.~ 


The chiropodist is conscientious in 
his work. He conceives it his duty 
to prevent any recurrence of foot 
ailments. Chiropodists say there is 
only one sure method of preventing 


Friendly Fives 















you. We carry them in stock, in 
all ranges to help you fit your 
customers, to guarantee every sale 
through perfect fit. 


In the matter of sizes and 
widths you have another factor 
which lifts you head and 


shoulders above competition 
with Friendly Fives. It not only 
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puts you in a position to accept 
all business, it makes you 
deserve the shoe business in 
your community. That’s 
the reason why chiropodists 
throughout the country are 
sending their patients to you. 


Brief Footnotes 


In the Jarman In-Stock Depart- 
ment, as many as 163 sizes and 
widths of the same shoe are 
stocked to fill your needs within 
twenty-four hours from receipt of 
your mail order. 





JARMAN AGAIN 
LEADS THE INDUSTRY 


Jarman is now furnishing the most 
elaborate window displays in men’s 
wear history ! 

Every live shoe dealer knows the 
value of striking window displays— 
they move merchandise—they sell 
shoes! 

Jarman furnishes window displays 
that turn “passers by” into buyers! 
Friendly Five dealers now have avail- 
able the most attractive—the most 
compelling window displays ever 
offered in the industry! Complete 
details will be mailed from the 
factory soon. 
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oO les—a proper fit in a partment whieh occu- d 
ee es prop KVAVANWWAA NAS a pies an angi 30,000 y' 
WV ANAM eS § 
So long as manufacturers force \ Bina  uE, — d 
their retailers to sell shoes and ; b 
not fit, so long as lines are not fc 
adequately ranged, their customers ar 
will always have foot trouble. : 
Friendly Five Shoes are made in —— te 
widths AAAA to EEEE, sizes 3 to W 
15, and in over ninety styles, many at 
of which are steel-arch corrective w 
shoes, as you know. There is no 
reason why you cannot fit every W 
normal foot walking into your 0! 
store — you don’t have to stock *5,500 stock items of sizes, widths, and styles on hand - 
the dangerous end sizes and widths at all times, so you can sell fit first and shoes second. m 
; 99% efficient twenty-four hour service, under a er 
to do it. Call on us to do that for Jarman System unique in the shoe industry.” * 
JARMAN SHOE COMPANY —- NASHVILLE, TENNESSEE Pe 
. Boot aND SHOB RECORDER 
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August 27, 1932 


The VOICE of the TRADE 


Added to the 
difficulties of business today, there 
appears, as a result of the tax on 
checks, increased confusion and 
endless accounting detail which has 
become annoying to at least one 
large manufacturer who writes as 
follows : 

“One of our good customers has 
paid us promptly for his July pur- 
chases and rightfully taken a cash 


ir S 


discount of 2 per cent, which he 
earned by paying promptly. In 
addition to this he has deducted, 
with the notation ‘tax,’ 2c. to cover 
the Federal tax on the check that 
he made out when paying for the 
merchandise. 

“Needless to say, 2c. in itself 
doesn’t amount to much, but when 
you consider the bookkeeping that 
we would have to go through in or- 
(ler to make the customer’s account 
balance, it almost seems just cause 
for us to return the whole check 
and ask him to make it out properly 
for the full amount. Furthermore, 
‘f everybody started passing on this 
tax to their neighbor, I think we 
would be back where we started 
and the complication in doing so 
would be terrific. 

“One of the things that is 
wrong today with a great portion 
of the shoe industry is that too 
many people are spending a tre- 
mendous amount of time and 
energy trying to save 2c. here 
while their real opportunities are 
passing by the window, just be- 
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cause individuals are so busy try- 
ing to squeeze out the last penny.” 
“4 


The Bureau of the Census 


announces that, according to a pre- 
liminary tabulation of data col- 
lected in the Census of Manufac- 
tures taken in 1932, rubber boots 
and shoes to the value of $48,005,- 
603 (at f.o.b. factory prices ) 
were manufactured in the United 
States in 1931, a decrease of 56.9 
per cent as compared with $111,- 
359,622 reported for 1929, the last 
preceding census year. Of the 
1931 total, $45,285,216 was con- 
tributed by establishments in the 
industry—those engaged primar- 
ily in the manufacture of rubber 
boots and shoes—and $2,720,417 
by establishments engaged primar- 
ily in the manufacture of rubber 
goods other than boots and shoes. 


Atter 52 years 
of activity, Lafayette Gregory has 
retired to enjoy leisure for a while. 
He was, in recent years, at the Bos- 
ton office of Joseph M. Herman 
Shoe Co. of Millis, Mass. In his 
early days he traveled to the South- 
west, riding in stage coaches to 
visit trading posts. That was be- 
fore days of railroads, automobiles 
and airplanes. In fact, when Mr. 
Gregory started traveling West, it 
was considered easier to get shot 
than to get an order. 
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First Palm Beach 


sandals have digitated toes—at 
least the big toe is set off from the 
others. The sandals with rubber 
soles are of modern construction. 
Big toeism may be the next fad in 
sandals—which gives an opportu- 
nity for stockings to be made with 
one pocket for the big toe and a 
large pocket for the rest of the 


An interesting sidelight 
in the career of the late Thomas 
Bata was recently revealed in a 
French publication. It may or not 
be literally founded on fact, but it 
is characteristic of him and his in- 
genious methods of obtaining pub- 
licity. 

A large retail store was opened 
by Bata in Belgrade. Overnight it 
became a success and the local shoe 
merchants had real cause to worry. 
The following week a competitive 
store opened directly opposite 
Bata’s store and immediately there 
started a battle for supremacy, 
fought by placards, press publicity 
and mutual price cutting. Com- 
petition became so strong that a 
civil suit developed, one merchant 
accusing the other of unfair busi- 
ness methods. 

The day before the suit was due 
for a hearing, it became known 
that a settlement was made out of 
court. Residents of the little town 
of Belgrade, much to their aston- 
ishment, then learned that both 














































stores were owned and operated 
by Mr. Bata. 
ok 


* * 


A gentlemen’s shoes 
should look like a lot of leather. 
That’s an old Crispin tradition. It’s 
being revived these days by some 
makers of the high grades. So 
when a man puts his foot down, 
and it looks like a lot of leather, of 
ample measurements and strong 
character, then it’s a sign that he’s 
a gentleman, the mirror of fash- 
ion, to the manner born, etc. 

e2 0 


arr eyelets 


are on fashion’s list, these being 
had, in feminine novelties at least, 
not by the use of the familiar blind 
eyelets, but by the employment of 
a pattern that provides for a lip of 
leather to project from the lace 
rows in such a manner as to con- 
ceal the eyelets and also the laces 
threaded through them. All that 
one sees, when looking down on 
the shoe, is the bow knot that fas- 
tens the laces at the top of the lace 


TOWS. 
* * * 





44 
Teeen-Age Shoes,” 
are now being made in special 
shapes and dimensions as well as 
style, for the golden age of youth, 
13 to 19. Heels are up to 14/8, 
and arches are shapely, and fore- 


parts have close edges. In fact, 
the shoes are adult styles in junior 
models, not growing girls, but a 
new class. And it may be that a 
lot of women may pass 21 for the 
voting age and will stay in the 19 


class for the foot age. 
* * * 


Lewelen fight for 
interchangeable mileage books. The 
National Shoe Travelers Associa- 
tion is making a strenuous drive 
for an Interchangeable Mileage 
Book, to be issued to all commer- 
cial traveling salesmen. 


On July 18, 19 and 20, execu- 
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CONFIDENCE 


—The following paragraphs appeared in the 
August 14 issue of the New York Herald 


Tribune: 

—“If the present upward movement 
of stock and commodity prices re- 
sults in changing pessimism to 
optimism—in restoring confidence 
in the future of ‘industry—it will 
itself create the very condition 
which it foresees. The stage is 
all set for recovery. Debts have 
been greatly reduced. Wages and 
salaries have been cut sharply. 
Efficiency has been _ increased. 
Stocks of goods are low. Savings 
are abundant. Banks have a pleth- 
ora of loaning capacity. Crops 
are good. The main thing which 
has been lacking is confidence in 
the future. 

—“Once this is restored prices will 
rise, bank failures will diminish in 
number, banks will loan money 
freely, the velocity of circulation 
will increase, bank clearings will 
grow larger, prices will rise fur- 
ther, profits will materialize, labor 
will be taken on and production 
will expand.” 

—As stated above, the stage is all set for 
recovery. 

—All that is now needed is a complete 
restoration of confidence which in itself 
will bring about those upturns in the in- 
dices of business activity for which every- 
one is hoping. 


ta.04 Tk... 


President. 








tives of the various railroads were 
in conference in New York City. 
A brief was submitted to them 
from the National Shoe Travelers 
Association, with reasons and pe- 
titions for such a book. To keep 
the issue alive, the Association is 
pursuing the following method: 
The president of each associa- 
tion affiliated with the National 
Shoe Travelers Association is to 
appoint a Chairman of Railroads. 
This chairman shall call on and 
interview the head officials of all 
railroads centered in his particular 
section. He is to give in person 
his reasons for the issuance of the 
book. He is then to report back 
to national headquarters the results 
of the interview. A synopsis is 
then to be made and a final peti- 
tion submitted to the heads of the 
joint trunk lines. It is the opinion 
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of President John S. Whittemore 
that the railroads are in a more re- 
ceptive mood than ever before. 
Local association chairmen are 
also asked to interview hotels for 
rates and reductions on sample 
rooms. Each and every hotel on 
the commercial circuit is to be 
called upon for a statement of 
price and policy. 
* * * 


Caiman Douthit 
of the American Hide and Leather 
Company says: 

“Last year at this time raw stock 
and leather prices were close to 
the pre-war low. Stocks were be- 
low what was then regarded as 
normal. The leather industry had 
gone through three years of con- 
tinuous liquidation, and it seemed 
that we might expect a fairly 
steady market. Instead of that we 
have had in the past 12 months 
even more drastic deflation. 

“Important improvements in our 
leather have given us a_ wider 
market. We believe the deflation 
in leather prices is about ended, 
and we are confident of better re- 
sults during the coming year.” 

* ok Ox 


srop/—| SEE A PROSEEST 





L. F. Burdett 
of the Burdett Shoe Company, 
Lynn, breezed through the air, 
from city to city, on his recent 
southern trip, remarking that : “It’s 


cool in the upper strata.” It’s the 
way a number of the salesmen 
travel. Baggage, like shoe sam- 
ples, go by the weight, and so the 
salesmen use the extra light sam- 
ple cases built especially for the air 
route. 

“Flying,” says Mr. Burdett, 
“saves journey time, and saving 
journey time means gaining sales 
time—or more hours to show sat- 
ples and sell shoes.” 

* * * 


J. V. Lobeil, 


of the Cavalier Corporation, Balti- 
more, Md., records 728 womens 
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shoe manufacturers in the United 
States. There are 68 manufactur- 
ers of athletic and bathing shoes, 
120 manufacturers of shoe trim- 
mings and bows, 165 manufactur- 
ers of rubber heels, 1555 manufac- 
turers of shoe findings, 656 mak- 
ers of women’s hosiery, and 146 
manufacturers of shoe polish. 
* Ok Ok 


H. may pass 
you up today for a shoe at a price, 
but when you don’t know how to 
make such a shoe, you just have to 
wait your turn and eventually the 
buyer realizes his mistake and re- 
turns—far wiser and less inclined 
to save ten cents on a pair. Such 
has been the theory of William J. 
Brennan, popular sales producing 
executive of Richards & Brennan, 
Randolph, Mass., who last week 
returned from a trip thoroughly 
convinced that the end is in sight 
for so-called “price merchandise.” 

“Ive just returned with the most 
encouraging batch of orders we’ve 
chalked up the past two years,” 
said Mr. Brennan. “The testing 
period is over. Many of my ac- 
counts have openly declared against 
stocking a cheaper shoe. In many 
instances, they have lost sales 
rather than resort to cheaper mer- 
chandise. We have their confi- 
dence. A few have tried cheaper 
shoes, only to return, more willing 
than ever, to pay for quality.” 

* * x 


Lapels appear on 


new oxfords, for exponents of 


feminine fashions. They fold 
back from the front of the shoe, 
like lapels on a coat, and they 
are fashioned back with buttons. 
These buttons, one on each lapel, 
are purely ornamental, for the 
shoes are not of the button style 


-but are step-ins with gores con- 


cealed in their throats—unless they 
are lace oxfords, with the lapels 
added as a new touch of style. 

* * 


Scotch feet! 


They’re sturdy. It’s not wholly 
because the canny Scot, being 
thrifty, walks much. It’s also be- 
cause the Scotch doctor, being 
wise, insists that the Scotchman 
be strong on his “pins.” If sick, 
then the Scotch patient, before be- 
ing pronounced strong and well 
again, must show sturdy foot work 
for the pedals, ankles and knees. 
That’s part of the remedy—so a 
friend of Sir Harry Lauder, the 
most lovable Scot, relates. Then 
there’s Scotch grain. But that’s 
another story, which several tan- 
ners can tell. 

Why not shoes for convales- 
cents? That’s a thought for mer- 
chants seeking new ideas. The first 
steps, after leaving the sick bed, are 
not easy. Let the shoeman seize 
the opportunity to supply the right 
shoes, also to suggest foot exer- 


cises for strengthening joints and 
muscles, and may be even foot 
baths and massages. 


* * * 


White shoes 


for Labor Day! White buck sport 
oxfords continue leading styles in 
several Boston stores, as if they 
would sell right up to Labor Day 
and later, making the longest sea- 
son yet for the snow-hued shoes in 
Boston. The out-of-door season is 
now prolonged to Columbus Day, 
October 12, instead of being closed 
at Labor Day, Sept. 5. Therefore 
the continued activity in white 
shoes, at least in some of the lead- 
ing stores. This applies to both 
men’s and women’s lines. 


x * x 


The thumb test! 
That’s a practice of the insole trade 
to interest buyers, and fitting 
clerks, too. The insole man presses 
the ball of his thumb on the ball 
joint sector of the insole to deter- 
mine if the fibre thereof be firm 
enough to hold up the ball joint of 
the foot. If the ball joint sector 
of the insole breaks down, as the 
shoe is worn on the foot, then the 
wearer of the shoe walks with diffi- 
culty. And if he keeps on walking 
in this manner, flat foot threatens. 
The firmness of the _ insole, 
which should be sufficient to sup- 
port the pivot of the foot, as well 
as its flexibility, is a point to be 
carefully considered when buying 
shoes that are good shoes. 





“BETTER TRIM , 
“EM 3BotH, HENRY 
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CABLEGRA 


Reds Strong Browns 
Blues Pale Tangerine New 
Day Also Shown Evening 
dency to Revive Satins 
Stop Shoulders Continue Broad 


Some Purples 
Much Black Stop 
Velvety Woolens Lead in Coats 
Crinkled Crepes Continued 
Slight Tendency Longer Day Skirts 


Dark Green Gray Several 


Woolens Important 
Ten— 


Much Velvet 


Effort Revival Medieval Influence-——UBP, Paris. 


News 


Across 


the Sea 


Fashion Developments from the Paris Openings 
and How They Affect the Shoe Business 


By RUTH HARRINGTON 


A long cable came through 
the other day—from the United Business Publishers’ 
Paris office. It happened that a Western shoe mer- 
chant was in the office at the time and we gave it to 
him to read. ‘Well,’’ he said, when he finished, “this 
is all very interesting, but what has it got to do with 
the shoe business? My commitments are practically 
made for the Fall and Winter season. What differ- 
ence can Paris openings make in my store now?” 

It was a good question. We did the best we could 
to answer it, then and there. We interpreted that cable 
as we saw it in terms of the shoe business. Here’s 


what we said: 


August Openings and Fall Fashion 


By the time the French couturier showings take 
place, the broad trends of fashion are well estab- 
lished over here. But fashion is always on the move 
And the August openings always give it a little extra 
shove forward! 

The smart dressmakers and the manufacturers who 
deal in high style, higher-priced merchandise, wait un- 
til after the openings to really get into action on Fall 
clothes. They can afford to hold off like this. They 
don’t have to buy in such quantity. They can move 
faster. They will take some of the Paris-sponsored 
fashions and feature them right away. A shoe mer- 
chant who sells upper-end shoes, then, will be vitally 
interested in what went on over in Paris, because his 
shoes will be worn with those clothes. 


But the openings affect the average shoe store, too 
Some of these new ideas will trickle down into vol- 
ume fashion before many weeks have gone by. When 
the shoe merchant fills in his sizes, when he spends 
the rest of his appropriation, if there is any “rest,’’ he 
will do well to consider these developments. 

For instance, slowly but surely, velvety woolens in 
coats are coming in, and crépey woolens, with their 
harder finish and more tailored look, are being leit 
behind. That will mean more formal shoes for get- 
eral daytime wear. Finer materials. Finer details. 

And in the matter of color. Brown particularly. 
The dark brown which has been the brown has plenty 
of competition in Paris now. Purple browns were 
shown, along with the raisiny reds. Bricky, rusty 
browns were made much of. Patou featured a rusty 
brown he called “Medieval Brown.” Vionnet showel 
rust brown shoes at her opening, worn with a whole 
series of dresses in orangey and peachy shades. 

So don’t be too confident that these very dark neu- 
tral browns that have been so good will last forever. 
The purple browns and rust browns proposed by Paris 
bear watching by every shoe man . . . and promoting 
right now by the shoe fashion leaders. 

Look at the Paris evening story. Velvet was tlie 
featured material. Satins seem to be coming back. 
Woolens for evening dresses are steadily growing in 
acceptance. Shoe stores are going to need slippers to 
go with satin, broadcloth and velvet evening dresses 
as well as with crépes. The demand may hit some 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Aug. 27, 1°32 





stores next week and others not until Christmas, but it 
will hit, just the same! 


Looking Toward Spring 

So we say, the August openings in Paris do affect 
the shoe man—right away, or within a few weeks, de- 
pending on just where he fits in to the style picture. 
And we see some of these fashion points from Paris 
affecting next season’s fashions and next season’s 
shoes. What, for instance? 

Well, for one thing, the Medieval influence that 
Patou introduced. He lowered the waistline to the 
hips and startled the world. He sponsored other 
medieval fashion ideas too. Sleeve treatments, trim- 
ming details, millinery. The whole trade is talking 
about it. It looks as if the next “period” influence 
after this season’s Victorian revival might be a fash- 
ion from the Middle Ages. If this idea takes root, 
the Boot AND SHOE RECORDER will have more to say 
about medieval ideas in shoes. There’s a wealth of 
design ideas in this period for the stylist who knows 
how to modernize ideas out of the past. 

The compromise in Paris between Patou’s low 
waistline and the extremely high line of some of the 
other couturiers was Chanel’s and Schiaparelli’s choice 
of a silhouette that goes up in front and down in back. 
Often this is worked out with an apron-like effect in 
the front or back of the skirt. Can you see such a 
line being translated into shoes ?—lines mounting in 


front and sweeping down to the back of the heel? 


Details of Trimming 

Paris details of trimming are new and different. 
Schiaparelli puts bars and bolts on her dresses for 
fastenings. Buttons are everywhere. Redfern Jaces 
evening dresses up the back. Mainbocher uses loop 
trimming, in ribbon. Chanel does her scalloped edges 
better and better. A shoe designer could get lots of 
pattern ideas for next season from the details of these 
collections. 

Paris in August always shows us some indications, 
too, of Palm Beach and Spring colors. This year the 
orangey, tea-rose, tangerine range of colors looks the 
newest. The development of this color family will 
undoubtedly affect the color cast of shoe beiges for 
Spring. Emphasis on grays, from pale shades in 
formal clothes all the way to the dark shade Ardanse 
has called “Caviar,” suggests the strong possibility 
of a gray flurry in Spring shoes. 

Blues receive an unusual amount of attention tor 
this time of year. Many shades of blue. Our cables 
listed pervenche, slate, larkspur and several other light 
and medium shades down to Chanel’s navy blue coats 
covering red dresses. That speaks well for blue shoes 
again this Spring. 

The color contrast idea was sponsored in many 
houses. Two shades of a color. Two—or three-- 
very different colors, such as burgundy red and 
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mustard yellow. The blouse section of a dress would 
be shown in one, the skirt section in another. Lanvin 
featured sleeves in an entirely different color from 
the rest of the ensemble. 

What would such a costume require in shoes: 
Either a medium neutral shade that would go with 
both colors. Or a shoe introducing a discreet bit of 
color contrast in a piping or inlay. Can you picture 
Chanel’s blue coat and red dress idea with blue shoes 
picking up the red in a tiny piping or stitching detail ¢ 


Paris News Helps Self 
So far we've been talking about the effect of the 
Paris openings on the buying or the designing of 


But there’s a third way in which these show- 
That’s in the selling of 


shoes. 
ings affect the shoe trade. 
shoes. 

Every woman is interested in the news from Paris. 
Every man who sells shoes to a woman customer 
should know something about this big event in the 
fashion world. 

If a shoe salesman knows that Paris endorsed the 
high, muffled-up neckline in clothes, then he knows 
why high built shoes should sell better than ever this 
year. 

He will score a point, if, instead of asking a cus- 
tomer “what size, please ?”’ he can ask her whether the 
shoes she wants are to go with a crinkled crépe or a 
satin dress. 

A background of such fashion information can help 
him do a better job. For fitting shoes to costumes is. 
just as important as fitting shoes to feet! 


15 





HENRY S. WATERS 


A simple story of how a shoe department in an up 
and coming smart ready-to-wear store on the Pacific 
Coast is operating so that it is somewhat ahead as to 
dollar sales, way ahead in pair sales and at the same 
time has an active and contented sales force. 


That’s what an interview with Henry S. Waters re- 
vealed. He is the manager of the Charles F. Berg, 
Inc., department in Portland, Ore. So closely does 
the entire store management work, that the message 
revealed herewith, is in reality one from the store 
as a whole. 


Team-Work in 


Policy of friendliness wins selling confi- 
dence of sales force, reflecting itself 
In Customer acceptance 


“WW 

e have naturally been very much 
occupied with our own problems and find that we 
have been able to surmount them. quite nicely even 
during these trying times, but we hadn’t thought 
very much or very seriously of the other merchant 
and his problems. Neither did we believe that we 
had any message that he might profit by. However, 
you asked us for the details of how we operate, so 
here goes,” began Mr. Waters, manager of the shoe 
department of Charles F. Berg, Inc., Portland, Ore. 

“T can only start by saying that we do not believe 
we are miracle workers or do anything greatly differ- 
ent from other shoe departments, except that I do 
believe we put into our work a real enthusiasm that 
carries us over the rough spots and which, if lack- 
ing, would make the shoe business today a mighty 
hard one. 

“Enthusiasm—I believe another name for this 
would be a love and appreciation of one’s job—is 
something acquired in a large degree in this store, 
and whatever measure of success we have achieved 
is due in a great measure to this ever-abundant source 
of enthusiasm which makes us dig into our job and 
face each new problem with keen anticipation. 

“Mention should be made that this same enthusi- 
asm comes to us because we are working in an atmos- 
phere of friendliness, optimism and helpfulness. By 
that I mean that Charles F. Berg, president of this 
institution, and Forrest Berg, general manager, are 
not like many large executives, but are more like 
father and friend to us all. * No problem is too small 
or too difficult for them to advise us on. 

“Their advice is friendly, constructive, and help- 
ful. We feel that in working here we are not work- 
ing for them but with them. That in itself is a lesson 
most big executives could take something from. 
Business today, while the tempo is fast and furious. 
can be made something more than the working of a 
big machine. Friendliness and helpfulness can be 
incorporated and in our instance this same friendli- 
ness has helped us materially in keeping our enthu- 
siasm at a high pitch. 

“One major thing we strive for continually and 
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the Store Increases Sales > 


have been more than successful in obtaining is the 
absolute loyalty of our entire organization. This does 
not only exist in the shoe department alone but in all 
the departments in the store. It is very simple to be 
happy in your surroundings if you have both enthu- 
siasm and loyalty, and we seem to have both. We 
have been successful in imparting this feeling to our 
customers, and I believe many extra sales have been 
made due to that feeling which we have been able to 
impart to them—that we like our job, we like our mer- 
chandise, and that we feel it is the best obtainable for 
the price asked for it. We do not offer our custom- 
ers anything in a lackadaisical manner or with the 
attitude that we hope she buys, but if not, it is all 
right, the next one will. 


Md A , 

nother thing we try to do 
and have been successful in is suggestive selling. 
The fact that a customer comes in to buy shoes does 
not mean that she is not open to polish, hosiery, a 
handbag, house slippers, or even a second pair of 
shoes. We keep careful stock records and controls, 
and we find that we do a tremendous amount of sug- 
gestive selling. This again, I believe, refers back to 
the fact that we are imbued with enthusiasm for our 
job and we are trying to give our best possible ef- 
forts to our employer. If we find that we begin to 
slacken in any of these suggested sales items, we put 
on a contest between ourselves. Prizes are sometimes 
small and not expensive, but we have lots of fun out 
of it, and we find that it materially increases our sales 
and brings back any slipping enthusiasm. 

“Our salesmen do not work for money alone, so 
we do not have to pay our salesmen to do their best. 
They are willing to do that, due to the fact that the 
atmosphere in which they work is a friendly one. 
When they do something particularly meritorious, 
they are complimented. They are corrected, to be 
sure, but they are striving constantly to do their 
best because they are doing it for a man who in- 
spires their confidence. Mr. Berg has mixed per- 
sonality with business and has succeeded in bringing 
the loyalty of his staff to a high pitch. 

“We believe in this department that a man com- 
pletely at ease, relaxed, and feeling that everyone 
around him is a friend, can do a better job, and I 
know we are proving it every day. We work together 
in our department, in our stock work, selling, buying, 
and keeping our department neat and straight. Each 
man has his job to do. He knows what that job is 
and is expected to do it, and will be corrected if he 
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THE WINNING WAYS OF WATERS 


“One thing we strive for continually and have been 
more than successful obtaining is absolute loyalty of our 
entire organization. It is very simple to be happy in your 
surroundings if you have both enthusiasm and loyalty 
and we seem to have both. 

vWv 


‘“‘We have been successful in imparting this feeling 
to our customers and | believe many extra sales have 
been made due to that feeling which we have been able 


to impart to them. 
vv 


“Our salesmen do not work for money alone, so we 
do not have to pay our salesmen to do their best. They 
are willing to do that, due to the fact that the atmos- 
phere in which they work is a friendly one. 


v 


“You can succeed in driving almost any man, but in 
doing so you destroy all loyalty and make -his job very 
disagreeable and one which he would gladly leave if the 


opportunity came. - 


“Making a specialty of optimism is a pay proposition. 
These are strenuous times and we do not allow ourselves 
to let them get the better of us. With us, the next day 
is always going to bring something better until proven 
otherwise. We try to put into our shoe department the 
feeling of optimism that we think sometimes carries 
over to the customer and materially increases sales. 


WwW 


“To sum up the principle requisites of doing a suc- 
cessful business are—optimism, enthusiasm, plenty of 
loyalty, plenty of hard work and plenty of encourage- 
ment as well, and of course the proper merchandise at 
the proper time.” 





does not do it; but if he does it correctly, he will be 
complimented. I think that helps a great deal. 

“You can succeed in driving almost any man, but 
in doing so you destroy all loyalty and make his job 
very disagreeable and one which he would gladly 
leave if the opportunity came. We do not believe 
in these things. Mr. Berg has built a wonderful in- 
stitution through other methods, and we carry on his 
policies in this department to the letter. 

“Since the inception of this department we have 
catered principally to high-styled merchandise and 
youthful trade. Our shoes have been carefully se- 
lected with the thought in mind that we must give 
the utmost in value and the utmost in style as well as 

[TURN TO PAGE 62, PLEASE] 





Drape Suit Favors Custom Last 

















THE DRAPE SUIT 
What It Is and What It Means in Shoes 


S HOULDERS very full and padded, as well as the sleeves. Collars and 
lapels are broad, lapels being peaked and rolled in front. The suit 
drapes easily at the chest and is body tracing about the hips. Both 
double breasted and single breasted models have plain packets. 
Trousers are cut very full through the hips and are pleated, allowing 
plenty of room from the hips to the knees. Trousers are wide at the 
knees also and taper slightly with full cuff. 

The drape suit was introduced about a year ago and had a consid-- 
erable success this Spring. The prospect for Fall, however, is even 
greater and the style is being featured by all manufacturers from the 








inexpensive lines to the very expensive custom tailored type. 

Drape suits, being somewhat form fitting favor custom last shoes. 
Their loose, easy lines suggest masculine footwear with wing tips, pink- 
ing and perforations. Spats are decidedly in favor. 














ihn drape suit is the first radical 
departure in men’s clothing in some years that has 
apparently been accepted by manufacturers, mer- 
chants and customers alike. Its style sponsors include 
the Wall Street, Broadway and college groups. This 
triple endorsement is decidedly unusual. 

Promoted by many leading stores this Spring, the 
drape suit and correct accessories will have nation- 
wide acceptance for Fall by men’s stores almost every- 
where. The drape suit is easy fitting above the waist 
line and quite severely tailored below. Spats and 
custom last shoes just naturally fit in with the lines 
and also the drape overcoats. 

The style details of the drape suit are those asso- 
ciated with clothes made by leading tailors in this 
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country and London. One store says, ‘No longer is 
the famous English drape the exclusive privilege oi 
the expensively tailored few.” Right there is a point 
to be remembered in promoting spats, not that the 
wearer is apeing an Englishman, but that he is follow- 
ing the sartorial example of our own style leaders. 

The interest in the drape suit by Wall Street, Broad- 
way, and the college groups reveals a general accep- 
tance deserving consideration. It means that spat 
promotion should appeal to all three types—in brief. 
to all well-dressed men in your community, regardless 
of which type-class they represent. 

Not all men like, and not all men can wear, the 
drape suit, but many of these will take the new style 
ideas in accessories. Thus shoe merchants have a ver\ 
broad opportunity to increase the sale of spats 
through persistent well-planned advertising and dis- 
plays featuring style correctness. Well dressed men 
will wear spats this Fall and Winter—you should plan 
to sell your share. 

Practically all materials will be used in the drape 
suits, from the very fine checked plaids, cheviots, 
heavy flannels, cashmeres and homespuns to smooth 
finished worsteds. Fairly rough fabrics lend them- 
selves to this particular type of suit much more 
quickly than they do to so-called dressy clothes. 

The effect of these loosely fitted drape suits will 
unquestionably be felt in footwear, in that men will 
have that easy, casual look rather than a stiff, studied 
appearance. In shoes it means the greater use of full 


Boot aND SHOE RECORDER 
combining THE SHoB RETAILER, Aug. 27, 19:2 








and Spats az 


wing tips and custom lasts, also that spats will in all 
probability stage a real comeback. Stylists point out 
that the line in the front of the spat is especially good, 
since it completes the line that is featured in the drape 
trousers through the knee and down to the cuff. 

Those merchandising men’s shoes have a fine op- 
portunity this’ Fall to do some real promotional work 
which should pay fine dividends. The drape suit is 
definitely a masculine type, so the shoes should have 
precisely the same characteristics. Nothing on the 
sporty lines, but real he-man shoes which follow the 
natural lines of the foot. 


i are several patterns 
which themselves are especially good to show in con- 
nection with this clothing trend. Three of the out- 
standing ones are shown in the accompanying sketch. 
The shoe at the top has a brand new feature in that 
it is full calf lined and no heavier than the usual calf- 
skin shoe for early Fall. 

Several shoes are being shown right now having a 
full light weight calf or kid lining. A light weight 
(L. M.) upper is used, so that the combined weight 
of the shoe is no more than normal. A strong sales 
talk is built around the extremely soft feel as the 
foot slips in the shoe and that there are only two 
seams in the entire lining, one at the back and one 
under the vamp. 

In the second drawing the spat conceals a new 
adaptation of an old style, that of the full vamp pat- 
tern. This bal oxford is apparently staging a real 
comeback and is being shown with both the straight 
tip and the full wing tip. Both shoes carry a certain 
amount of fine perforation on the tips and throat 
of vamps. 


) custom model 
with a toe somewhat less pointed is shown in the 
lower sketch. A shoe that sells fully as well is one 
of this same last with a straight tip, circular seam 
pattern and perfectly plain as to pinking and perforat- 
ing. 

In all the numerous adptations of the custom last 
for Fall which are designed to complement the drape 
suits, the wide sole edges shown last year have been 
cut down considerably. This medium edge gives the 
shoes a much trimmer appearance. 

Several of the merchants who have been making a 
close study of effect the drape suit will have on men’s 

[TURN TO PAGE 57, PLEASE] 
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Full Wing Tip 
Pointed Toe 
Rounded Spat 


Straight Tip 
Pointed Toe 
Fancy Spat 


Full Wing Tip 
Medium Toe 
Square Spat 





































How the Potter Shoe Com- 
pany of Cincinnati In- 
duced Its Salespeople to 
Employ Their Initiative in 
Bringing Customers Who 
Bought Shoes to the Ho- 
siery Counter, with the Re- 
sult That Sales Showed a 
Remarkable Increase Dur- 
ing the Period of Month— 
A New Approach to the 
Problem of Hosiery Promo- 
tion in the Shoe Store by 
Ingenious Use of the Sug- 
gestive Selling Idea 


— a — 






ie hosiery department of the 
Potter Shoe Company, Cincinnati, Ohio, is recognized 
as an important unit of that business, demanding the 
attention of the entire sales force. To emphasize its 
prominence, a contest in which every sales person 
was eligible, was recently organized, and the details 
of the plan are given so as to make it possible for 
other retail shoe stores to adopt some similar idea. 

To enable our readers to appreciate the store spirit 
existing in the contest, we are presenting the secre- 
tary’s report of the first and last meetings of the sales 
staff in connection with the contest, which included 
all suggestions, plans and opinions and the names of 
the winners. 


at 

ime: 8:45 a. m., July 7th, 1932, 
place: Potter Shoe Company, Cincinnati, Ohio; 
speakers: George Gasdorf and H. S. Gordon; sub- 
ject: Hosiery Contest. 

“George Gasdorf opened the meeting, stating the 
purpose was to plan a hosiery contest. To be eligible, 
each salesperson will have to bring 12 eustomers 
each week, for two weeks, to the hosiery department. 
This qualifies them to enter the contest. Then, the 
third and fourth weeks, they are expected to bring 
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A Hosiery Sales Contest That 























1830 customers were brought to the hosiery 
counter during the time of the contest, or 
an average of 51 customers per clerk. 





12 more customers for the third*week and 12 more 
customers for the fourth. 

“In other words, to qualify, you must bring 24 
customers to the hosiery counter for the first two 
weeks, then 24 more for the third and fourth weeks 
together. Every time you bring a customer to the 
hosiery departmert, you receive a little metal check. 
After the first two weeks, an extra check is put in 
the pool for every multiple of 12 customers. For 
every five checks, one large one is given, in place of 
the five small ones. 

“At the end of the contest, an officer of our Good 
Will Association will draw three names, one for first 
prize, one for second prize and one for third prize. 
One salesperson can win all three prizes. The sales- 
person bringing the most customers to the hosiery 
counter naturally will be the one having the most 
checks in the pool. The more checks you have in, the 
more chances you have of your numbers being drawn. 
The prizes will be very much worth while and every 
month will be different, as long as the contest is active. 

“It is not necessary that each customer buy before 
you get a check—all that is necessary is that the cus- 
tomer be brought to the hosiery counter to permit 1s 
to show them the brands we carry, our range of prices, 
etc. Each customer that does not buy, their reason 
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Scored 3700 Pairs in a Week 
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will be listed—whether it was price, quality, or what- 
ever reason for not buying, so that these can be given 
every consideration. 

“Suggest to your customers that a contest is being 
held, that it is not compulsory to buy hose, much as 
you wish them to do so, but that by going to the 
hosiery counter it means helping you in the contest 
and getting them acquainted with the wonderful qual- 
ity hose values we have at the remarkable prices 
offered. 


Md , 
l. was suggested that the chips be 
collected frequently so as to keep before the clerk 


the small or large number she or he has. This adds 
incentive to the contest. H. S. Gordon said any 
“drones” must pay the penalty of having their names 
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displayed. H.C. McLaughlin asked everyone’s whole- 
hearted cooperation in putting over this contest and 
establishing our hosiery department. In turn he asked 
the hosiery department to direct the attention of their 
hosiery customers to the shoe and finding department. 
Every department must cooperate with the others. 
He further said because an article is advertised is no 
reason to assume that every customer entering the 
store has seen the advertisement. 

“Meeting adjourned at 9.30 a. m.” 

The following is a report of the final meeting, end- 
ing the first month’s contest. 

“George Gasdorf, in opening the meeting, advised 
that yesterday, August 4, was the close of the hosiery 
contest which had its inception just a month ago. 
This morning prizes are to be awarded to the lucky 
ones and sympathy extended to the less fortunate. 
Before turning the meeting over to Mr. Stapleton, 
president of our Good Will Association, who will draw 
the numbers and award the prizes, he advised that 
the executives of The Potter Shoe Company decided 
to carry on the contest for another month, prizes to 
be awarded again at the end of that time. 

J. Keuper was awarded the first prize of $5.00; 
Mrs. E. Rich, second prize, $3.50; J. Keuper, third 
prize, $1.50. 

To the second floor clerks went the honor of bring- 
ing the largest numbers of customers to the hosiery 
departments, Mrs. C. Moore having 82 customers. 

George Gasdorf said it was Mr. Nunn’s suggestion 
that if a customer is waiting for her package and the 
clerk is not in sight, a salesperson from the hosiery 
department take a pair of sale stockings over to that 
customer. The shoe clerk should receive a check, or 
ticket, for this just the same. 


M.. Stapleton advised that 1830 
customers were brought to the hosiery counter during 
the time of the contest, or an average of 51 customers 
per clerk. Miss Wopper advised that 50 per cent of 
the customers brought to the hosiery department were 
sold and that 3700 pairs of hose were sold in one week. 

Miss Wopper said she receives unusual cooperation 
from all clerks on “slacks” she endeavors to dispose of. 

Miss Engelhardt said she felt this splendid show- 
ing was indicative of a desire on the part of each one 
to go along with the organization and do his or her 
part, and that those who did not enter into the “spoils” 
this time should not lose courage, but go into the next 
contest with renewed vigor. 

The meeting adjourned at 9.20. 
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Here and there we note bright spots. 


In particular, the opening pages of the newspapers 
play an optimistic prelude to a Fall business but it 
will take many, many bright spots to put a silver 
lining on the entire business situation. But a spotty 
improvement is at least better than none at all. 

No one has a monopoly on the making of bright 
spots. You can make one for yourself in your store 
this week and this month. One shoe merchant writes: 
“We are decided not to wait for the arrival of pros- 
perity but to go out and determine for ourselves where 
the business was hiding. Instead of an August wasted, 
it was a month of planning.” The inevitable conse- 
quence will be that this store’s business will be a bright 
spot in September. 

This merchant discovered that some of his business 
was already in good hands—his competitors. But, the 
greater share of the business was in no one’s hands, 
because the public was trying to get along without new 
shoes—but a month lies just ahead when a change of 
shoes is almost obligatory. Still another and not in- 
considerable share of the shoe business for the month 
of September may be classified as new business. 

This merchant is prepared because he is forearmed 
with facts and opinion as to customer demand. He 
has convinced himself of one thing—“that most 
people ‘who are able to buy are not purchasing in- 
ferior goods.” 

He had thought of a radical change in policy and 
an elimination of lines of shoes that had been the 
backbone of his business for years. He had planned 
to operate at one price for “sweet volume’s sake.” But, 
after talking to his customers he made the decision to 
fight it out with his old friendly lines and not to 
plunge into a new and untried field. He had carried 
the battle for quality so long that he did not feel like 
quitting when “things were beginning to brighten 
again.” 

September is the month for swinging into line. This 
month seems to “set” not only the Fall fashion but 
the Fall policy and practice of the retailer. It is the 
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Swinging into Line in September 





month of try-outs, and of testing, and of selling 
spurts, and to bring out those qualities in men and 
merchandise for the real battle ahead. The big busi- 
ness months are usually October and November but 
they are not made big unless the store swings into 
action in September. You can’t run at top speed with- 
out a good start in September. 

All who serve in the field of leather and supplies 
find that September starts major movements in both 
trade and public interest. In this month certain ma- 
terials determine their leadership. 

The rise and fall of the Stock Market has very 
little to do with current sales of shoes. With all the 
talk that is general about improvement showing itseli 
first through stock quotations, remember that its effect 
is only psychological. If it helps some people to feel 
a little bit better through seeing the stock-ticker quo- 
tations rise, why, so much to the good. But, when all 
is said and done, a lot of shoes have got to be sold 
this Fall to cover the expenses of operating a shoe 
store and a shoe factory. Even more shoés have got 
to be sold to make possible a profit on top of these 
fixed charges and expenses. 


An aggressive “plugging” in the shoe 
game during the month of September will help sell 
more pairs of shoes. It is true that some outside 
forces are improving the general situation, but self 
improvement can only come through hard work in the 
store itself. The appeal to customers to buy new shoes 
for a new season’s needs must be made just a little 
fresher and a little more convincing than ever before. 
The showing of shoes in the window and in the store 
must be made a little bit better than ever before. 

All the:stocks in the country could jump a dozen 
points on the exchange board, but there still remains 
the arduous job of separating the customer from $5 
or $10 for a pair of shoes. That battle at the fitting 
stool is one that needs “the best that you have’ for 
a good start in September. 
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oTOWN Shoes 


Yor the man about town __ | 


4 
A But a the Camera Saw it! 


This is No. 1960 Brown Boarded Calf 
over the Stafford last. It is priced at 
$3.10, and is one of the sixty styles in 


this famous line of five-dollar retailers. 


You see the shoe just as the camera 
saw it. It has not been“brushed up" 
to make it look pretty - for Uptowns 
are that way before they ever 


meet the tissue. 





ROBERTS JOHNSON RAND 


Branch of International Shoe Co. 


ST. LOUIS, MO. 


Photograph by Barnes-Crosby Co. of Mo. 
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JULIUS GOLDBERG 


Seventy beautiful girls in sheer 
exquisite lingerie. One hundred and forty beautiful 
legs with dimpled knees. A background of rose and 
gold and all the elegance of a fine French boudoir— 
the symphonic melody of a large assembly of musi- 
cians—that was how Julius A. Goldberg chose to 
present shoe styles. 

It was the National Shoe Retailers Association 
style show of 1929 in Chicago, and people are still 
talking about it. Mr. Goldberg, as chairman of the 
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The Human Story of a Great Merchant 








of STYLE 


Seventh Chapter of 





As Told to Ethel Sherman Daniels 
By JULIUS GOLDBERG 
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styles committee of the N. S. R. A., inaugurated the 
use of live models to display shoe styles for the great 
convention held in Boston in 1920. Again at the 
wonderful exposition in Milwaukee in 1921, he gave 
generously of his time and ability in an advisory 
capacity for the style show, which like the first one 
attracted wide attention within and without the shoe 
industry. These style shows were artistic pageants 
and earned for the industry an enviable reputation. 
Mr. Goldberg worked with his committee on these 
earlier shows, but there was great evidence of the 
artistic touch of his personal work. 






The style show that the association 
conducted at its convention in 1929 at the Hotel Stev- 
ens in Chicago, was personally conceived, managed 
and presented by Mr. Goldberg. Those who wit- 
nessed any of its performances, and particularly those 
who have followed Mr. Goldberg’s career, still refer 
to the Hotel Stevens Chicago show as the climax of 
his work as a style artist and interpreter of fashion. 

The first Styles Committee of the National Shoe 
Retailers Association was appointed at the annual 
convention held in Chicago early in January, 1918. 
Mr. Goldberg was appointed chairman of the wom- 
cn’s style committee. The committee really did not 
function in any elaborate manner during that year, 
contenting itself with making general recommen:a- 
tions as to the trend and development of fashion in 
footwear. 

Beginning with 1919, however, with Mr. Goldberg 
still continuing as chairman of the committee, the real 
constructive work of forecasting styles and preparing 
a report or program for retailers, manufacturers and 
tanners was undertaken. 

It is interesting to turn back the pages of time and 
refer to the style program for the Fall season of 1°19, 
a review of which will be interesting in revealing the 
vast change which has taken place in style since that 
time. For the Fall of that year, the committee made 
the following recommendations: 
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“For styleful shoes, three shades of brown; dark, 
medium and beaver were recommended . . . together 
with three shades of gray; medium, dark and medium 
light . . . bronze, white, black and patent leather.” 

At that time, low shoes for Fall were not in the 
style picture, as the report shows that it recommended 
that the standard height of women’s lace boots, carry- 
ing all kinds of heels, should be 814 to 9 inches, meas- 
uring from the center of the top of the boot at the 
side to the breast of the heel on a standard size 4B 
sample. Women’s button boots cut not higher than 
8 inches were also recommended, although the com- 
mittee said that the sale of women’s buttoned shoes 
for the entire year of 1919 should be discouraged. 
Styles, it reported, should be confined to pieced pat- 
terns and foxed effects, as much as possible. 

As to lasts, the committee recommended they should 
not be longer than 14 size over standard measure, and 
the use of needle-toed women’s lasts should be dis- 
couraged for 1919. 

At the time this style report was issued, the com- 
mittee also voted that there should be a similar com- 
mittee from each branch of the industry to gather nec- 
essary information sufficiently in advance of each sea- 
son to enable them to recommend the likely colors in 


SHOE STYLES THEN AND NOW 


A PEAK in Julius Goldberg’s work as a style artist and 

interpreter of fashion was reached in the elabor- 
ate shoe style revue staged under his personal super- 
vision at the annual convention of the National Shoe 
Retailers Association held at the Hotel Stevens in 
Chicago in January, 1929. Those who witnessed it pro- 
nounced it the most spectacular and perfect presenta- 
tion of its kind ever seen in America. 

Even more important to the industry, although of a 
less spectacular nature was his work in connection with 
the Women’s Style Committee of the N.S.R.A. He was 
appointed chairman of this group when it was formed 
for the first time in 1918 and he continued to direct its 
activities when the first style forecast was issued in 
1919. A comparison of that initial report, from which, 
in course of time, the work of the present Joint Styles 
Conference gradually evolved, reveals some interesting 
contrasts. 

At that time low shoes for Fall were not in the style 
picture. The report recommended that the standard 
height of women’s lace boots, carrying all kinds of heels, 
should be 812 to 9 inches, measuring from the center of 
the top of the boot at the side to the breast of the heel 
on a standard size 4B sample. Women’s button boots 
cut not higher than 8 inches were also recommended, 
although the committee said that the sale of women’s 
button shoes for the entire year of 1919 should be dis- 
couraged. Styles, it was reported, should be confined 
to pieced patterns and foxed effects as much as possible. 

As to lasts, the committee recommended they should 
not be longer than 11 size over standard measure, and 
the use of needle toed women’s lasts should be dis- 
couraged for 1919. 
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leather, as well as the correct height of tops, kind 
of heels, etc., to conform to style garments to be worn 
for that particular season, and that each trade group 
should appoint a styles committee of five. 

The above report really was the first constructive 
one issued by the first N. S. R. A. styles committees, 
of which Mr. Goldberg was the chairman. In this 
work, and for several years following, he continued to 
act as chairman and contributed valuable advice based 
upon his research and understanding of style and the 
development of fashion. At this time, the activities 
of the N. S. R. A. styles committees were not making 
much of an impression upon the industry, although 
the value of the work was reflected by many letters 
received from shoe retailers, who urged that the work 
be continued and expanded. In keeping with this 
thought the directors of the association at a meeting 
held in Philadelphia early in April of 1919, adopted 
the following resolution: 

“Whereas the function of the styles committee is of 
vital importance to the trade, the directors recommend 
the committee at all times to take aggressive action 
such as may be needed to insure the closest possible 
cooperation on the part of manufacturers with the 
committee’s duly adopted program, and resolved, that 
two regular meetings in advance of the retail seasons 
as may seem to him necessary and for all regular or 
special meetings duly called, the association may pay 
the traveling expenses of the chairman and members 
of the executive styles committee.” 


F 1920 the work of the committee 
had progressed to a point where it was believed ad- 
visable and necessary to divide the work between . 
three committees: namely, women’s committee, men’s 
and boys’ committee and misses’ and children’s com- 


mittee. This plan was adopted, It was thus that 
these committees came into existence and these same 
committees have functioned continuously since 1920. 
Reviewing the commitees’ recommendations for 
Spring, 1920, it is interesting to observe that among 
other things, it recommended that they direct special 
attention to the poor workmanship and fitting quali- 
ties of shoes of even the best grades, which in their 
judgment was bad advertising for the retail shoe busi- 
ness, in that the public was bound to be discouraged 
in buying style shoes at present high prices. There- 
fore, they particularly recommended to manufactur- 
ers, that in creating new lasts and patterns, more at- 
tention be given to fitting qualities (this applied to 
all grades), thus correcting an extremely unsatisfac- 
tory situation for the retailer and consumer. Shoe 
prices were higher than ever before and retailers 
should insist upon better fitting merchandise and high- 
er grade workmanship on all orders for Spring 1920. 
[TURN TO PAGE 52, PLEASE] 














Milius Shoe Company feature 
pumps and Novelty Pattern shoes 
of Compo Construction in the 
prevailing materials for delivery 
from stock as sizes are needed. 













Important In-Stock styles of 
RUBY KID are illustrated above. 
Milius Shoe Company’s custom- 
ers size these up _ regularly, 
knowing that in Ruby Kid they 
‘can depend upon receiving the 
uniform standard of quality and 
beauty that will guard their 
stores’ reputation. 








Ae a Me 
BRR RS 






IT’S AN 


Si tandaratz Cc OR 
Crane Brand 












Boot an 


OB RECORD’ combinit 


Boot aND SH ER 
combining THB SHOE RETAILER, Aug. 27, 1932 








MILIUS SHOE COMPANY 


OF SAINT LOUIS - MISSOURI 


eet Oe. " — : see 5 fe a ae Se Sak 
i hs, Se Pe ieee * 3 z ico 8 ae UE I ea A 
















HAVE FOUND THAT STANDARDIZING ON 


RUBY KID 


guards their Reputation for Quality, and assures their 
customers of the unvarying beauty that satisfies the dis- 
criminating shoppers. 


The success of the Milius Shoe Company of Saint Louis 
during the trying period we have passed through is a 
tribute to their methods and resourcefulness. 


Although in business only a few years, they have built up 
a daily production of four thousand pairs, and extra 
equipment is being installed now to further increase 
their capacity. 


JOHN R. EVANS & CO. 


Camden, New Jersey 


CINCINNATI PHILADELPHIA ST. LOUIS MILWAUKEE ROCHESTER BOSTON 
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Reading left to right in the back row are: Harold Dopkin, propietor Gustav Pick, Charles Weigler and A. G. Harquail, the Ked salesman. 
In front are the six winners. Note the wide grin on Foster Gagnon, the boy winning the bicycle. 


1462 Pairs at Full Price 


A Promotional Plan That Enabled an East Side, New York, 


Shoe Store to Clean Up on Tennis Footwear 


"haw are two equally important 
characters in the tale of how an East Side New York 
shoe man sold 1462 pairs of tennis shoes at full price 
this Summer. One is the shoe merchant who sold the 
shoes, and the other the traveling man who sold the 
idea to the merchant. 

Gustav Pick is the retail shoe man. 
at 1334 First Avenue and has been there for the past 
41 years. 

A. G. Harquail, a representative for a rubber com- 


His store is 


pany in whose district the store is located, is the party 
of the second part. 

It seems that Harquail had sponsored about a dozen 
contests in the various stores he regularly called on, 
but he was not satisfied that everything had been 
done to make them outstanding successes. So, in 
thinking over his former efforts, he figured out that 
in order to get youngsters intensely interested in a 
contest his prizes must be right and to get the store 
enthusiastic the youngsters must be obliged to buy 
something. He became thoroughly convinced that 


this was the right way to put over such a proposition 
and presented his case so convincingly to Pick that 
the latter put up $50.00 of his own money to provide 
some real worth while prizes. 

All regular rules of conducting the contest were 
adhered to, save this one important addition: “Buy 
your Keds here to enter contest.” That was the 
“kicker” that sold more tennis shoes during six weeks 
this Summer than had been sold in many years in this 
store. The offering of the additional prizes must be 
taken into consideration, too, for they had consider- 
able bearing in attracting the attention of the childr«: 
to the store. 

No sooner had Harold Dopkin finished trimming 
the first window than the news spread like wild fir 
throughout the neighborhood that Pick’s was givi 
away the most wonderful prizes to anyone that wot! 
count or guess the right number of red threads in 
the fringe of the wigwam in the window. In tis 
section, thickly populated with Italians, Poles and 

[TURN TO PAGE 32, PLEA‘£] 
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U74 


The 
MANHATTAN 


Us! 


The 
MAYFAIR 


U-MAN-IC shoes have set a new standard of finer 
quality and better shoemaking in $5.00 retailers for 
en. Their exclusive scientific health features offer a 
lus value, second only to their up-to-the-hour style 
tppeal. 
EW FALL CATALOGUE NOW READY—WRITE FOR YOUR COPY 


| FG. COMPANY Broad range of styles, sizes and 


»S. A. widths that invites profitable concentration. 
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Spanish, it did not take long before the windows 
were surrounded by literally hundreds of kids. Dop- 
kin never had so many people looking at his windows 
as he had during the life of the contest. Day in and 
day out little faces peered in at the prizes offered as 
small folks wondered whether they would win. 
Kids, especially boys, made life miserable for their 
parents until they had been officially declared eligible 
to win a first class bicycle, a complete baseball outfit 
and three water toys. In order to enter the contest 
a child was required first to buy a pair of Keds. That 
purchase entitled him to a contest blank, which, prop- 
erly filled out, placed him in the running for the big 
prizes. Naturally the blank gave full details as to 
name, address, school and birthday, thus forming the 
nucleus for a non-ending number of promotion stunts. 
This year, Mr. Pick ran his contest for six weeks, 
right in the middle of the Summer. Despite the fact 
that every store for blocks around was plastered with 
sale signs, and those selling tennis shoes had featured 





HOW PICK PUT IT OVER 


T the close of the contest, A. G. Harquail, who 
suggested the idea, received the following un- 
solicited letter from Gustav Pick: 

“Now that our contest is over, we should like to tell 
you just what happened. 

Our store has been located at 1334 First Avenue, 
New York, forty-one years, and we have never turned 
out in all this time any sales promotion idea of this kind. 
Your suggestion for a contest seemed to be sound. We 
went ahead and put the Keds window in with your con- 
test and prizes which greatly interested, and brought 
into our store boys and girls from many blocks around. 
Many new faces among them. 

“The first prize for boys was a Roll-fast-next-to-wings 
bike, the second prize for boys was a baseball outfit. 
The first prize for girls was a gigantic water toy alli- 
po the second and third prizes were colored beach 

alls. 

“The boys and girls had to buy a pair of Keds to get 
into the contest. Our contest started June 15th and 
closed August Ist and we are proud to say that 1482 
pairs of Keds were sold during the contest at regular 
prices. 

“Inasmuch as this was generally a very poor season, 
we feel that our contest stimulated our business. 

“We thank you for your untiring and personal interest 
in putting this over.” 





1462 Pairs at Full Price 


[CONTINUED FROM PAGE 28] 
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them at prices of from 20c. to 49c., Pick sold more 
tennis shoes than he had in any Summer for the past 
five years and at regular prices, too. 

That’s all he cared for the depression talk, compe- 
tition with Japanese goods and the fact that other 
shoe men had tried the contest idea with varying suc- 
cess. 

Pick got his regular prices, with no sale whatever, 
and got his regular mark-up. 


O, file in the store 
at this moment are 857 entry blanks all filled out. 
This means that 857 children bought their tennis shoes 
from the store at regular price in mid-summer and in 
a district that is far from prosperous, even in “good 
times.” Actual sales of tennis ran up to 1462 sales 
for the period, at regular prices. In other words, 
exactly 605 adults bought tennis shoes from this store 
through the impetus gained by the contest. All at 
regular prices, too. To the writer, the sweetest part 
of this whole affair is the frequency with which the 
phrase “All at regular prices” may be used, for 
therein is the crucial test of all merchandising pro- 
motions. 

Business, that is tennis business, along First Ave- 
nue was practically stopped, despite the prices offered 
by other stores. Kids refused to buy other tennis in 
other stores—they wanted to win the bike. 


‘Fee windows 
which Harold Dopkin arranged were so attractive 
that even grown ups stopped in their tracks to ad- 
mire them. Possibly many wished they were young- 
sters again so they too might enter the contest. Close 
friends—and they are legion—went out of their way 
to tell Pick how well the contest idea had been blended 
with his other merchandise, so one would sell the 
other. Dopkin had massed his prizes in the back of 
one of the large windows, filled the front with tennis, 
rules of the contest, etc., and had devoted the re- 
maining half of his window to regular merchandise. 
The shoe business profited considerably by this ar- 
rangement, to the amazement of all. 

Now that the smoke of the battle has cleared and 
all concerned have had a chance’ to clearly reason 
events out, Pick is of the firm conviction that had he 
timed the contest better, he would have had a mucl) 
better showing to crow about. Next year will see the 
contest run from about May first until July fifteenth 
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8 TIMES TURNOVER 


ON THIS 
MILLION DOLLAR 


@ In this year’s price-cutting market Walk-Over 
dealers have sold almost 200,000 pairs of the 
Walk-Over CABANA at the full retail price of 
$8.50 a pair. The turnover rate on this shoe in 
six different materials is almost 8 times per an- 
num. The white calf Cabana, alone, showed a 
l7-times turnover rate. 

And this shoe, while an outstanding success, 
is but one of many Walk-Overs that, styled with 
sound judgment, made with honest quality and 


CABANA S, PAT. D | 
fairly priced, are helping wise retailers to keep 
their heads up and their reputations intact. 

For fall, perforated suede Cabanas (tie, opera 
and T-strap) are already earning pre-season prof- 
its for Walk-Over dealers. And the big suede 
season is just beginning. 

If you are not satisfied with your volume, 
turnover or profit you are invited to write for 
details of the Walk-Over plan for better busi- 


ness. Address: 


WALK: OVER SHOES 


GEO. E.- KEITH COMPANY, CAMPELLO, BROCKTON, MASS. 
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The greatest sales stimulus in the world is the change of seasons. 
that a new Fall season is here. 
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Make your initial Fall window a striking announcement of the new styles. 
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It’s time to tell the public, through window displays and advertising, 
Note how the above display 


tells the story of Autumn colors, leathers, patterns and prices, with a suggestion of the apparel that forms the fashion background. 
The idea can be varied to suit the requirements of any store, or can be adapted to men’s or children’s footwear. 


Show Use in Shoe Windows 


Customers Think of Shoes in Connection 
with Costumes, Occasions or Activities 


Which Furnish Cues for Effective Displays 


a the discussion of window 
displays in last week’s RECORDER, the point was em- 
phasized that in order to obtain the most satisfactory 
results, a plan or schedule of displays for the season 
ahead should be mapped out well in advance and that 
the schedule should then be followed through the sea- 
son, allowing for such changes as might be necessary 
owing to subsequent developments. It was also 
stressed that the Fall window display program should 
be well under way at this time. 

Having determined that planned displays are most 
effective, and indeed that really productive windows 
can be attained in no other way, the question arises 
as to how to proceed in developing a plan or schedule 
to carry through the Fall months. Manifestly the 
idea of a plan or schedule suggests some orderly 
sequence, but how is this to be determined? Where, in 


other words, are we to look for the ideas to be de- 
veloped in our window displays during these coming 
Autumn months? 

When we have answered that question we have 
really taken an important step toward putting our 
window display publicity on an efficient basis. For 
any display, to be really effective, must carry some 
definite idea to the customer. The old routine way 
of filling the window with a miscellaneous assortment 
of shoes, changing them from time to time, but in 
every case using the window merely as an exhibition 
place for merchandise, is decidedly out of step with 
today’s ideas of using the store windows for definite, 
positive sales promotion. 

There are two classes of people who look at your 
windows, those who have an actual present interest in 
the purchase of a pair of shoes and those who are 
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SENSE! 


Have you noticed the change? Are you tieing in with it? 
It always takes a period of cut throat competition to make 
buyers realize that in the long run they get what they pay 
for and no more — and now, after two years, consumers are 
again interested in quality aswell as price, in dollarsand sense. 

Genuine Australian Kangaroo (tanned in America) is 

‘ stronger, weight for weight, than any other leather used in 
shoes. It won’t’ scuff, or tear, or stretch. It is more comfort- 
able for the feet — light and flexible as kid. It will take a 
high, brilliant polish. 

Tell that story and watch consumers flock to your store. 
Push men’s street and dress shoes of Kangaroo. It’s simply 
a question of dollars and sense. And remember: “kangaroo 
horse”, “kangaroo calf”,and “kangaroo sides” are not genuine 
Kangaroo—and only the genuine gives you Kangarooquality. 
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KEY YOUR WINDOW DISPLAYS 
TO COMMUNITY CALENDAR 


The red letter events of the Fall season in your com- 
munity should suggest ideas for a schedule of interesting 
window displays. The window program for a shoe store 
in a typical community might well shape up something 
like this, making allowance for local or climatic varia- 
tions: 


Fall Opening display, featuring styles in shoes, hosiery, slippers 
and accessories for the new season. Early September. 

School or College Opening window, featuring children’s, young 
men’s or young women’s footwear. Early September. 

County Fair window, featuring shoes in connection with the Fall 
fair or other community gathering held in most localities this 
month. Mid-September. 

Rainy weather window, featuring rubbers, arctics and the heavier 
types of leather footwear needed for foot protection. Late Sep- 
tember. 

Indoor Footwear window, featuring house and boudoir slippers, 
with some tea time and formal evening types, all of which can 
be successfully promoted as indoor evening activities replace out- 
door affairs. Early October. 

Football window. Whether the store happens to be in a college 
town or not, football is a major Fall interest and a football window 
will always command attention. Early October. 

Hunting window. This seasonal sport is commanding more in- 
terest every Fall and it’s a good time to promote all sorts of foot- 
wear for Fall outdoor sports. Mid-October. 

Hallowe’en window. A good opportunity to promote all sorts 
of indoor footwear for men, women and children. Late October. 
Election window. Any number of interesting displays can be 
built around this theme which will overshadow everything else in 
the public mind as November draws near. Early November. 
Late Fall Footwear window. We now approach the time when 
early Fall footwear should be replaced by the materials and colors 
recommended for the late Autumn and early Winter. Early No- 
vember. 

Overshoe and heavy footwear window. Many localities will be 
experiencing snow flurries and looking forward to the Winter’s 
first blizzard. Mid-November. 
_ Thanksgiving window. Young folks will be home from school and 
college and social gayeties will call for formal evening footwear. 
Late November. 


TT! A SN OT EE AAS 





merely casual lookers, with a vague desire to own new 
shoes but no immediate purpose to buy them. Ob- 
viously the first class, those who have actually de- 
cided to buy and are looking in your window to see 
if they can find what they want, constitute the minor- 
ity. You can interest this small class, perhaps, mere- 
ly by showing them the shoes you have. But if you 
interest only this class your windows will be appeal- 
ing to a small minority and therefore will be highly 
inefficient from the standpoint of sales productivity. 
The object that you wish to accomplish is to inter- 
est as many as possible of the larger class of casual 
window shoppers so as to bring as many of them 
as you can to the point of purchase. Such people 
may not be in actual need of new shoes. Probably 
the ones they have are sufficiently serviceable and 
even sufficiently attractive to serve all essential needs 
for some time to come. A mere showing of shoes 
as such leaves them indifferent. To get their atten- 
tion you must put into your window some idea that 
will cause them to look twice. 
The great majority of people are very rarely inter- 
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ested in shoes, merely as such. They are interested in 
shoes in connection with some occasion, some activity 
or some costume that seems to call for shoes of a 
certain kind. So the best way to build a window that 
will command attention is to plan it around some idea 
that will suggest the use or occasion for the shoes. 
Sometimes merchants spend a lot of money in build- 
ing trick windows, which have an idea and tell a story, 
but whose idea and story have little if any relation to 
the shoes. This sort of thing represents wasted ef- 
fort. The purpose of good shoe windows is to sell 
shoes and that is also the test ‘of whether any given 
window is a good window or not. 


a shoes are bought usually for 
some occasion or for some costume, the most effective 
selling windows will likely be those which have as 
their background the occasions and the activities which, 
during the coming months, are likely to prompt the 
purchase of shoes in your community. Remember 
that, and it becomes comparatively an easy matter to 
plan your display schedule. 

At the beginning of the season it is logical enough 
to start out with a general seasonal announcement. 
Thus, around Labor Day, you may decide to put in 
an opening Fall display, a window that will serve as 
an announcement to the public that your store is now 
featuring footwear for the new season and that will 
show, in a general way, what the footwear is like. 
Even this window should put over some fairly definite 
ideas; it should not be too general. It might well, 
for example, be built around the idea of the new Fall 
shoe colors. Autumn leaves might be used to sug- 
gest the general idea of Fall colors, and there might 
be a panel or window card listing the official Fall 
leather colors and the Fall colors in hosiery. 

Another card might get over in a few telling words 
the story of the outstanding materials and still an- 
other might tell briefly about the patterns. And, of 
course, there should be shoes to illustrate the story 
and show the colors, materials and patterns that your 
store is featuring for Fall. A more elaborate display 
might include some of the new Fall fabrics for coats, 
suits and dresses, some Fall hats and accessories, but 
in this case care must be used, if you are a shoe mer- 
chant, not to overemphasize the garments and ac- 
cessories at the expense of the shoes. 


And what about prices? In this 
opening Fall window display should we stress price? 
This raises the old question about which there has al- 
ways been a conflict of opinion. Some stores favor 
featuring prices strongly in windows; others hold 
that it is bad policy. Perhaps it isn’t possible to state 
[TURN TO PAGE 57, PLEASE] 
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EW FALL CATALOG 


should be in every 
Shoe store as the 
key to profits. 


y 
KEY PRICE 


A Complete Line at $4 and $5—A Few Optional Styles 
at $6 


The Natural Bridge Fall catalog is the most comprehensive 
source of in-stock shoes available to the retailer. The 94 
numbers illustrated in women’s and misses’ sizes cover every 
possible requirement. Natural Bridge in-stock service back- 
ing these styles is as complete and valuable as the national 
reputation of this well-made line. The two together—na- 
tional reputation and instant service— insure a steady, profit- 


able flow of business at a very low inventory. 


You cannot afford to be without this “profit-book”’. If you 


have not received your copy, write us at once. 


* 


NATURAL BRIDGE SHOEMAKERS 


Division of Craddock-Terry Co. 
LYNCHBURG . . e ° ° ° - VIRGINIA 


New York Office—Marbridge Building 
Chicago Office—Republic Building 
Philadelphia Office—Central Trust Building 
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Many of the 


finer stores including Saks- 
Fifth Ave. are going Pedemode 
. -- America’s smartest women 
are going Pedemode ... It’s a 


Pedemode season. 


Vedemode 


CFenunine (Footwear 


Made by JULIUS GROSSMAN, Inc. 
NEW YORK BROOKLYN 


is 




















The lines permanently displayed at the Marbridge 
Building always merit your attention. The shew- 
rooms of the national leaders in the shoe and 
a industries are maintained here all year 
roun’ 

Desirable office space for approved tenants. 


MARBRIDGE BLDG. CO., INC. 
1328 Broadway New York 





Quality Shoes 


Harold R. Williams, of Bergdor- 

Goodman, Fifth Avenue, Finds 

Customers Who Try Inferior Grades 
Almost Always Come Back 


rr yr 


O. the corner of 5th Avenue and 
58th Street, in the heart of the wealthiest section of 
New York City, is located Bergdorf-Goodman, one of 
the most exclusive women’s specialty stores in the 
world. From this store go fashionable and beautitully 
gowned women that one sees in smart hotels and clul)s 
in New York and nearby communities. Catering, as 
they do, to those women who demand only the finest 
in materials, style and workmanship, this group of 
ultra-exclusive shops under one roof, certainly de- 
serves the fine reputation it has in the smart world of 
fashion. 

‘The shoe department of Bergdorf-Goodman, under 
the direction of Harold R. Williams, is one of the 
most perfectly appointed salons in the country and 
one of the most successful departments of the store. 
Mr. Williams, by virtue of his experience in attend- 
ing to the clientele of Bergdorf-Goodman is well fitted 
to discuss quality and style footwear from all angles. 
Mr. Williams says: “Naturally, many of our best cus- 
tomers have felt the effects of the economic depres- 
sion, but I certainly have to give them credit for be- 
ing good sports. They have taken their losses with good 
grace and are carrying on with a smile. These cus- 
tomers have bought in our store for many years and 
recognize the importance of quality and fine work- 
manship, and whereas lately their purchases have not 
been so large as in the pre-depression days, they still 
come to us for fine footwear. Particularly at this 
time they are stressing quality, because many lave 
tried inferior shoes, believing that they would be able 
to effect greater economies by first savings on foot- 
wear, and have found that in the end the buying of 
quality shoes is the greatest economy of all. 


a recent situations occurred 
which should be of interest to all shoemen. A cus- 
tomer of ours came in a few days ago and showed 
me a pair of our shoes that she had purchased over 18 
months ago. She stated ‘she had given the shoes |:ard 
wear.’ They still looked well. They had kept their 
shape perfectly, as only a fine shoe can. 

“Needless to say, this customer is thoroughly sold 
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on the idea that it is worth while buying only the best 
in footwear. 

“Another young lady, formerly a customer of ours, 
returned to us last month firmly convinced that she 
will never try cheap footwear again. She showed me 
the shoes that she had bought at a low price. They 
had lost their original shape and had cracked and split 
in innumerable places. She had only worn the shoes 
for two weeks, and they had given her feet nothing 
but discomfort. As a result of many instances such 
as the above I firmly believe that retailers of quality 
merchandise will be the ones in the future to profit 
most. We look forward to an excellent season in 
shoes, and this should be true with all shops who 
have been able to go out and purchase new shoes. 
People are ready to buy again after a long period of 
inactivity, and this Fall should see a very healthy and 
material increase in retail sales.” Bergdorf-Goodman, 
occupying as it does, the position of New York’s 
leading fashionable store, Mr. Williams is able to give 
some interesting notes on Fall styles. 

“For street wear there is every indication that coats 
and suits will be extremely popular in rough texture 
fabrics. Sturdy type oxfords and step-ins of suede 
and suede combined with leathers, and leathers will 
complement these ensembles. Also with this type of 
street and daytime costume, fabric shoes, both plain 
and trimmed with leathers, should have a definite 
place. 


ad A : 

s in former seasons, calfskin, 
alligators and lizards, smartly styled for street wear, 
will be found in the chic woman’s wardrobe. New 
styling is one of the most important phases of our 
business. We always lay particular stress on this 
point. Our customers, naturally, want smart shoes, in 
fact the smartest that it is possible to buy, and as a 
result we are continually on the look-out for some- 
thing new. By smart shoes I do not mean the exag- 
gerated styling of the cheaper shoes which may be 
produced now in abundance, but the conservativeness 
and smartness that can be obtained only by the care- 
ful attention to detail and finish that is found in qual- 
ity footwear. 

“We attempt at all times to maintain a personal con- 
tact with each of our customers through our sales 
force. A careful record is kept of each customer and 
all her transactions with the store, however large or 
small they may be. If a customer hasn’t been in for 
a certain length of time, she is contacted by the mem- 
ber of the sales force with whom she is best ac- 
quainted, either by a short personal letter or by a 
telephone call.” 
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Cornell Unity 


New York City 


The CORNELL and the UNITY con- 
solidated with one object in mind, 
the putting of two factories under 
one overhead thus making it possible 
for them to make better shoes than 
ever before and to give their cus- 
tomers the benefit of a price so low 
that the shoes can be merchandised 
at a good profit. 


You will always find something dif- 
ferent in the CORNELL-UNITY line. 


Cornett-Unity Suor Co, inc. 


674 Broadway, 
New York City 


The Shoe You Admire Is Made 
by Cornell-Unity 
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FORMOLDER ssoes 


The Balance of ife 


This illus- 
trated style 


ter. 


We have 
other lasts 
and patterns 
in stock. 


A 
Visible Tarsus Bridge 


This Meta-tarsus bridge 
shoe is a success; thou- 
sands of women are 
sponsoring Formolder 
shoes today. 


Chas W. Strohbeck, Inc. 


309 Johnson St. Brooklyn, N. Y. 
New York Office: Marbridge Bldg. 


." 











SHOE LACES 


AN IMPORTANT LITTLE DETAIL 


The wide-awake manufacturer never 
neglects his laces for he recognizes the qual- 
ity lace as one of the smaller yet important 
items so necessary to the smart, finished ap- 


pearance of his footwear. 


Although the customer may not know 
that your shoe conceals a box toe, counter, 
shank, etc., he instantly sees the lace. A good 
looking, quality lace is a visible sign of inbred 
quality in the shoe itself. Equip your shoes 
with laces backed by 67 years of lace making 
experience. We can offer you a complete 
line of glazed, soft-finished, rayon, and mer- 
cerized laces for all types and grades of shoes 


at prices which make them unusual values. 


SHOE LACE COMPANY 


(Successor to Joslin Manufacturing Co., Established 1865) 


LAWRENCE, MASS. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 
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Shoe Store Service Section 








DISPLAY EQUIPMENT AND SYSTEMS 
for the Retail Shoe Store 





Maintaining Balanced Stocks 
A Simple System for Keeping Up Complete 


Assortments without Elaborate Stock Records 


By CARL FAST 


To assure a continuous supply 
of wanted shoes we must replenish each size-width 
of each wanted color-material, of each type and price- 
line, when it needs replenishment. Two factors gov- 
ern us and both are time-factors; the period within 
which we observe replenishment-needs and the period 
of delivery of what we order. 

Time is the governing factor of all control over 
actions, especially actions to assure supply. It is the 
chief factor in effective merchandising. Since no item 
of merchandise, no size-width of any color-material 
in any price-line of any type of shoes, sells at any 
steady speed, but all are fluctuating, we must observe 
our replenishment-needs frequently enough to avoid 
“outs” from those items whose sales spurt. But, since 
the period of delivery must be allowed for, in pro- 
viding enough of each needed thing to be on hand 
and on order (to be coming toward us in time), we 
must observe along enough sales period to indicate a 
sustained demand. 

For all these reasons it is best to observe assortment- 
needs once a week and use the sales of two to three 
weeks to estimate the total number, of each maintained 
item (size-width, of a color-material, etc., and price- 
line-type), that should be on hand and on order. Only 
correct control over orders can give correct control 
over stocks. To order the right quantity of any wanted 
thing at the right time we must know how long it will 
take to get delivery. Practically, we must plan for 
delivery in weeks, 1, 2, 3 and so on. 

Let us assume that we can count on delivery of “in 
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stock” styles or “numbers” within two weeks, which 
is the shortest safe period to allow if the manufacturer 
or wholesaler is in another city. We are maintaining 
strapless pumps at the $6.00 price-line, in black pat- 
ent leather, in an assortment of widths and sizes to be 
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shown when we size the shelves,” or take a physical 
inventory (Fig. B) at the end of the week. 

The correct quantity to buy of any item is deter- 
mined by its sales-demand, so we must know, each 
week, our sales in each size-width of each color-mate- 
rial of each type and price-line. For this purpose we 
keep a “sales tally” or record. (See Fig. A.) This 

[TURN TO PAGE 57, PLEASE] 





THE SHOE STORE 





A Working Schedule for Busy 


Merchants 








MERCHANDISE 
1 school shoes vigorously 

the first half of this 
month. If you have two 
good numbers (a boys’ and 
a girls’) that you can fea- 
ture as your “School Spe- 
cials” it will help, for this 
year PRICE is important 
and parents are looking for 
bargains. 


Day. Tonight’s ad 

should feature “New 
Fall Footwear for’ the 
Labor Day Holiday.” Put 
in the smartest, snappiest 
window you can devise, 
carrying out the same 
theme. And, of course, 
you'll have a good Saturday 
window of school footwear. 


? MONDAY is_ Labor 


day for the sale of 

Fall styles. Help it 
out with a good Saturday 
hosiery leader, playing this 
up well in the window. It’s 
almost time for your new 
Fall window and _ interior 
trims. Are you all ready? 
Have you made all your 
plans? 


3 THIS should be a good 





find time today to pre- . 


4 A HOLIDAY. Better 


pare a good, strong 
circular on children’s school 
shoes, so that you can hand 
it to the printer tomorrow 
and get it in the mail 
Wednesday. The store that 
goes after it will get the 
school shoe business this 
Fall! 


styles tonight. And 

talk “price”! In these 
days of decreased incomes 
most people are buying on 
a price basis and the store 
that successfully creates the 
impression that it has real 
values is going to get its 
full share of the business. 


9 RUN a big ad on Fall 


IT’S about time to 
1 send out a good let- 

ter or folder on men’s 
Fall footwear. There are 
a lot of little things you can 
do to help your men’s busi- 
ness. Some stores _ sell 
hunting licenses. Some 
make it a point to have the 
baseball and football scores 
posted daily. 


for your Fall window 

and interior trims to- 
day and decide when you 
will install them. And if 
you’ve decided that this 
year you won’t do much to 
make the store attractive 
THINK IT OVER! This 
is the year when you MUST 
do a good selling job! 


‘ GO over your plans 


FROM now on through 

October advertise ener- 

getically for Fall style 
business, using at least 
two ads each week, one on 
Tuesday or Wednesday to 
keep up midweek sales, and 
one Friday night for Satur- 
day’s business. Plan your 
schedule of ads well in ad- 
vance. 


CHECK your stock of 
8 rubbers. The rainy 

season just ahead will 
create a good demand. If 
practical in your store why 
not have a small table of 
rubbers with a good “talk- 
ing’ display card. Move 
this table right up in front 
on rainy days where it can 
work! 





and freshen up your 

windows for today? 
Make those windows 
WORK! They’re your best 
advertising medium and 
you simply cannot afford 
not to have them selling at 
top speed every minute, 
Feature slippers for cool, 
indoor Autumn evenings at 
home. 


10 DID you rearrange 





complete window 

change every Mon- 
day. It’s hard work, but 
it is the surest way to keep 
your windows from growing 
stale. Even thoug you 
cannot show all new Styles 
each week, you can rear- 
range the displays and put 
in fresh, new price cards. 


12 ARE you making a 








IS the store ready 
14 for cold weather? 

Is the heating plant 
all ready to go to work? 
Have all lights and shades 
been washed recently? Do 
you make a regular month- 
ly check-up of your entire 
store building for fire and 
accident hazards? All chain 
stores do this. 








checked more fre- 

quently these days 
to make sure you’re in no 
danger of “outs” on best 
sellers—and what is just as 
important, to make sure 
you have no shelf-warmers 
that ought to be reduced in 
price and used for “spe- 
cials.” How often do you 
check? 


15 STOCKS should be 





Fall ad tonight give 
school footwear one 
more vigorous boost. Why 
not offer an_ inexpensive 
knife or doll with every pair 
of shoes purchased tomor- 
row? True, this cuts into 
profits somewhat, but it is 
a powerful builder of good 
will for you. 


1 IN addition to your 











Get Away toa Good Start on Fall 
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To Produce More Profit Through Planning 





ANOTHER worth- 
17 while investment in 

good will that you 
might try today is to give 
a pair of laces with each 
shoe purchase. Or give 
each man who buys shoes a 
good cigar. It’s good ad- 
vertising, and it holds trade 
when competition is trying 
to get it away from you. 


CHANGE and rear- 
19 range all your win- 

dow displays today. 
If you have one price that 
is the big seller this season, 
why not put in an entire 
window playing this up, 
with big “talking” display 
cards? Are you_ giving 
hosiery plenty of window 
display this month? 





IT is not a bit too 
20 early to begin push- 

ing house — slippers. 
Get them out on a table 
where they can be_ seen, 
and give them small win- 
dow space from time to 
time. Do you sell umbrel- 
las? Many shoe stores find 
this an extra source of vol- 
ume these days. 





A MAILING card 
21 emphasizing th at 

“Smart Fall Foot- 
wear Was Never Lower in 
Price ” might be timély. 
And are you watching the 
returns from your mailings 
and keeping your mailing 
list up to date? Increased 
postage rates make this 
more important than ever 
before, 








HAVE you given any 
22 thought to what you 

will do in October to 
keep up your’ volume? 
Now’s the time to plan! 
Are there any _ special 
events you can stage—an 
Anniversary Sale, for in- 
stance, or a Hosery Week? 
Did you check your stocks 
this week? 


dows again today. 

Have you looked up 
your records of a year ago 
to see what things you did 
then that helped business? 
If you don’t keep such a 
record you should.start one. 
It’s invaluable in helping 
you plan your selling pro- 
gram. 


2 CHANGE all win- 


RUN another big 
23 Fall styles ad_ to- 

nigh.t If stock checks 
stock checks have turned 
up any slow sellers mark 
them down and put them in 
the window tonight for Sat- 
urday specials. Do you sell 
hunting boots? It’s time to 
show them. Have a good 
hosiery special tomorrow. 


IF you're in a farm- 
27 ing community a good 

circuiar on work 
shoes will be very timely, 
and you might even use the 
same copy in a newspaper 
ad. It will soon be time 
for wool hose. Are they 
ordered? Are you giving 
hosiery enough window 
space this month? 





MAKE every Satur- 
24 day count during the 

style season. Arrange 
little unit displays of your 
best selling numbers on 
cases and tables around the 
store, and be sure every 
one is plainly priced. Have 
your people mention the 
hosiery special to every 
customer. 


ARE you using the 
28 new felt letters for 

window and interior 
sigus? Very effective dis- 
plays can be made at small 
cost. If you’ve not investt- 
gated this it is worth look- 
ing into. What are you go- 
ing to do to liven up your 
window’ backgrounds for 
October? 





IS your advertising 
29 service supplying 

enough cuts for your 
newspaper ads? If not, you 
had better look over the 
local paper’s service and 
reserve any _ illustrations 
yau may want to use. It 
is a good plan to do this 
once a month. You can’t 
have too many good cuts. 











WHAT can you do 
3 to start October off 

Ww a rousing Sat- 
urady? How about a spe- 
cial one-day selling event 
playing up your one or two 
best selling lines? If this 
seems feasible, put it over 
with a real sale ad and an 
attention-getting window. 
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FULL VALUE is more than 
LEATHER and LABOR...... 


Fifty cents’ worth 
of leather and fifty cents’ worth of labor 
will produce a shoe. Few wearers will 
agree that the dollar bought a dollar’s 


worth of footwear, however. 


There is a fundamental 
in the making and retailing of shoes which 
cannot be ignored. In their minds, most 
people have established standards of com- 
fort, style and durability. Any shoe 
which does not meet those standards is 
poor value—regardless of pric€. There- 
fore, it behooves the manufacturer and the 
merchant to supply the kind of shoes 


which cannot fail to satisfy their wearers. 


KXatbux 
x 4 
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“YOUR FOOTPRINT 


IN LEATHER’ 


The welter of terrified 


and frantic price-slashing obscured that 
fact for a while. It is evident that those 
manufacturers and retailers who adhered 
to first principles now stand to prosper 
most in the era ahead. 


Among them are many 


merchants who have held to the high 
standards persistently maintained in 
MATRIX Shoes. Their customers, once 
sold the Matrix Idea, have been constant. 
They have returned time and again to the 
store which has delivered full footwear 
value at a fair price. 


This is the time 
to consider the future—and investigate 
the profit possibilities of the Matrix Idea. 


ELFIN SHOES 


AND Superb Welts of Unquestionable Styling 


TO RETAIL $7 to $8.50 


E. P. REED & CO., ROCHESTER, N. Y. 


New York Style Studio: Marbridge Bldg. (Broadway at 34thSt.) Philadelphia Office: Denckla Bldg. Chicago Office: 1729 Republic Bldg. 


{ Tue HEywoop Boot anp SHOE Company of Worcester, Mass., has 7 
licensed to manufacture Matrix Shoes for Men 
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NATIONAL NEWS 


>» HOW’S BUSINESS 


Seeks Tariff Raise 


WASHINGTON, D. C.—An increase in 
the present duty of 85 per cent ad 
valorem on canvas rubber-soled foot- 
wear and waterproof footwear has been 
asked in a petition filed with the United 
States Tariff Commission by the Rub- 
ber Manufacturers Association, Inc., 
New York. 

The petition also includes articles 
which come under paragraph 1537 (b) 
of the tariff act of 1930, which places 
a duty of 25 per cent ad valorem on 
“manufactures of India rubber or 
gutta-percha, or of which these sub- 
stances or either of them is the com- 
ponent material of chief value, not 
specially provided for.” 

Under the law the changes in exist- 
ing duties of more than 50 per cent 
cannot be made. The commission will 
conduct an investigation of compara- 
tive costs of manufacture in this 
country and abroad and will announce 
a decision on the basis of that inves- 
tigation. 

Any change of duty it recommends 
must be approved and ordered by the 
president, though the president may 
disregard the commission’s recommen- 
dations if he desires. 


“Red Cross” at Capacity 


CINCINNATI, OHIO—Sales of the 
United States Shoe Corp., manufac- 
turer of Red Cross shoes, are showing 
a healthy increase steadily, according to 
officials of the company. 

“Red Cross shoes have ‘walked right 
out’ of the recent depression,” stated 
Joseph Stern, president, last week. 
“Our production right now is far ahead 
of last year—about four and one-half 
times as great, to be exact.” 

Orders booked for future delivery in- 
dicate that the company’s plant, em- 
ploying about 1000, will be at full ca- 
pacity well into 1933. 
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SATURDAY, AUGUST 27, 1932 


Julian & Kokenge Co. 


CoLuMBUS, OHIO—The Julian & Ko- 
kenge Co., which has completed the 
erection and equipping of a large addi- 
tion to its plant in Columbus, formerly 
operated under the name of the Lape 
& Adler Co., announced that it now has 
about 750 employees on its payroll and 
the daily output is slightly more than 
2000 pairs. Orders for the Fall trade 
are coming well and in fact traveling 
salesmen have been taken off the road. 
The company has booked about 350,000 
orders which are now ahead of the cut- 
ting department. The Julian & Kokenge 
line constitutes about 75 per cent of the 
total output. 


Shoe Factory Enlarges 


CoLuMBUS, OHIO— The G. Edwin 
Smith Shoe Co., which manufactures 
women’s shoes for the chain of stores 
operated by the Nisley Shoe Co., an- 
nounced that additional equipment has 
been installed in the Newark (Ohio) 
branch factory, bringing the daily pro- 
duction up to 2000 pairs. About 5000 
pairs are turned out each day at the 
main factory in Columbus. 


Starts Manufacturing 


NEwTON, N. J.—Jefferson Shoe Man- 
ufacturing Co., to manufacture shoes, 
has been formed in this city by Alfred 
H. Sontag, Sadie Linden and Helen C. 
Klepacky, all of Newton. 





FLORIDA BUYER OPTIMISTIC 


Portsmouth, Ohio.—While visiting the Selby 
plant here to place orders for fall and win- 
ter business, P. W. Hamilton, manager of 
the Crittenden Bootery Co., operating a group 
of retail stores in Florida, stated that a 
optimistic feeling was prevalent in that State. 

The Crittenden company is controlled by 
the Selby Shoe Co. 

Hamilton also stated that the shoe busi- 
ness in Florida is due for a “big spurt.” 





EVERY WEEK 


Rochester Shows Gain 


RocHEster, N. Y.—Infant’s and mis- 
ses’ lines took an upward stride in the 
manufacturing trade last week, join- 
ing the women’s shoes that have boomed 
beyond expectation in the Rochester 
region for the last three weeks. 

The Tiny Tot Shoe Company was 
receiving orders for its new line of 
stitchdowns, while the Artisan Shoe 
Company was sending some orders as 
far West as the Pacific Coast. 

Popular priced quality shoes have 
brought business for women’s factories 
here. Reports from Syracuse last week 
were that the same lines were profit- 
able there. E. P. Reed Company was 
operating almost to capacity last 
week, with the W. B. Coon Company 
not far behind. 

Salesmen have been instructed to 
stress quality and service on their road 
trips, points being taken up by re- 
tailers in the vicinity to emphasize 
the popular idea of economy. Although 
orders from retailers did not increase 
materially last week, the disposition 
was shown to buy in slightly more than 
fill-in orders. 


July Production Off 


Shoe production during July declined 
to 22,000,000 pairs compared with the 
June output of 23,400,000 pairs accord- 
ing to preliminary estimates received 
by the New York Hide Exchange. 

Based on these figures the total shoe 
output for the first seven months of 
this year was 8 6/10 per cent lower than 
the corresponding period last year. 


Navy Buying Gym Shoes 

WASHINGTON, D. C.—The Navy De- 
partment, Bureau of Supplies and Ac- 
counts, is advertising for bids on gym- 
nasium shoes to be delivered to the 
Brooklyn Navy Yard. Opening date 
of these bids is August 30, and the 
schedule number is 8572. 


> PROFITIZE YOUR BUSINESS IN ’32! 4 














Wire staples temporarily hold the 
lasted upper tc the rib of the insole 
until a permanent bond is obtained. 
The rib and imbedded staples are 
then trimmed away, in one opera- 
tion, leaving a smooth even bottom 
requiring a minimum of bottom filler. 


(TRADE-MARE) 


SHOE 


In keeping with the trend 
of fashion, the Uco Shoe, 
constructed without staples 
or tacks in the shank or 
forepart, is extremely light- 
weight and flexible. 


This method of construc- 
tion makes it possible to 
attach the sole by cement, 


chainstitch, or lockstitch. 


After trimming the surplus material 
the shank is placed in position, bot- 
tom filler is applied, and the shoe is 
ready for sole laying. The sole may 
be attached by cement, chainstitch, 
or lockstitch. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 


B REco 
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Czechoslovakia Shoe 
Trade Declines 


LONDON, ENnoG.—Czechoslovakia ex- 
ported more than 15,000,000 pairs of 
shoes in 19381, followed by Great 
Britain, with 8,330,000 pairs, Germany, 
with 4,750,000 pairs, and the United 
States barely 2,000,000 pairs, according 
to Trade Commissioner Walter B. 
Hertz. 

More than 45,000,000 pairs of shoes 
were produced in Czechoslovakia last 
year, while the United States made 
316,000,000 pairs. 

During the first five months of this 
year the value of the Czechoslovak ex- 
ports fell by 37 per cent, but 26 per 
cent of this is due to the fall in prices 
it was. stated. 

Twelve of the larger shoe and 
lather factories were recently closed 
and all their employees were dismissed. 
The rest of the factories have intro- 
duced part time work, and several 
manufacturers intend to give their em- 
ployees extended leaves without pay as 
soon as the orders which they have 
still on hand are executed. 


New Ohio Factory 


COLUMBUS, OH1I0O—The William Brooks 
Shoe Co., recently chartered under Ohio 
laws to operate a shoe factory at Nel- 
sonville, Ohio, will soon start opera- 
tions, it is announced. The general 
offices of the company will be in Colum- 
bus. It is expected to start operating 
with 100 employees and later to in- 
crease the personnel to double that num- 
ber. The plant has about 20,000 square 
feet of floor space. At the start girls’ 
shoes will be manufactured, but it is 
expected to increase the line to women’s 
William Brooks, president and 
general manager was formerly associ- 
ated with the H. C. Godman Co. for 15 
years as assistant general manager. 


Schiff Declares Dividend 


CoLuMBus, OnHtIo—Schiff Shoe Co., 
operator of a national chain of retail 
shoe outlets, will distribute $42,250 in 
dividends September 15, it was an- 
nounced by Robert W. Schiff, president. 

The regular quarterly dividend of 
$1.75 per share on the 7 per cent cumu- 
lative preferred stock, of which there 
are 10,000 shares outstanding, was de- 
clared by the directors at a meeting 
August 12. At the same time the direc- 
tors declared a dividend of 25 cents per 
share on the common stock, of which 
99,000 shares are outstanding. This was 
a reduction of 25 cents per share for 
the quarter, as compared with 50 cents 
per share paid formerly. The pre- 
ferred dividend payments will amount 
to $17,500 and the common to $24,750, 
to stockholders of record August 31. 

Including the payments of Septem- 
ber 15, the company will have paid a 
total of $176,000 to stockholders since 
January 1. 


> PROFITIZE YOUR BUSINESS IN 32! 4 
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Factory Builds Addition 


Los ANGELES—The Fern Shoe Co., 
manufacturers of ladies shoes, is con- 
structing a brick addition of 20,000 sq. 
ft. to its plant at 2847 Grand Avenue, 
this city. 


>» WHAT'S SELLING? ¢ 


Lights from Lynn 


Lynn, Mass.—Pumps are popular in 
August production. It’s the old rule 
again—“when in doubt play pumps,” 
with the amendment—“play pumps to 
fit.” 

Bridge styles are among the slippers 
newly stirring, and if any merchant 
has the courage he may obtain slippers 
with vamps cut as spades, hearts, dia- 
monds or clubs. 

A penny or two advance is absorbed 
—a nickel or a dime advance is added 
to the sale price—that’s the way of 
price making these days. 

Eighty cents a pair is the price on 
an order for 400 cases of novelties, 
now being made,—novelties, too: a lot 
of the rising generation never saw 
such sub-prices as there are these days. 

Factories are throbbing with activity, 
and some say will keep on throbbing 
to Sept. 15; others to Oct. 1. 

Heels are as hard as can be made, 
and shanks as firm as can be, while 
foreparts are of ultra flexibility—and 
that’s something of a puzzle to elders 
who remember when soles were hard 
from heel to toe. 

Monk shoes, next on the list, will 
call for square edges, as well as 
buckles on the sides, as some Lynners 
see them, and that will mean heavier 
soles, also, skillful edge making. 

Suedes are top of the column styles 
just now, with a prospect for a long 
run, unless something new and differ- 
ent bobs up. Often it’s the unexpected 
that wins in shoes. 

The new slate grey lining ‘stock 
shows up strongly in a number of the 
lines of new shoes for Fall, as offered 
in Boston stores, they being found 
chiefly in the blacks, while the browns 
are lined with the variety of tones of 
brown. 


Orthopedic School Shoes 


In one of the high grade stores in 
Boston, there is newly offered a line 
of orthopedic shoes for school wear. 
These shoes are made over orthopedic 
lasts, the soles being molded to the 
shope of the bottom of the last, and 
revealing an unusual contour of both 
shank and forepart. The heel, of 
leather, is also of the orthopedic class. 
The outsoles, of leather of substan- 
tial weight, are welted, the stitches 
being visible on the surface of the sole, 
and the soles being given a mirror-like 
polish that in itself is sufficient to 
catch the eye of the shoemaker, as 
well as the shopper. 
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NEW 
CATALOGS 


JUST OFF THE PRESS 





FOR NURSES 


COMFORTABLE 











Reg. U. S. Pat. Off. 





TRADE MARK 


memes 


5G. U.S. PAT. OFF.” 


Rr . 
Scientific Health Shoes 
for Children 
3 4 ‘insure Normal Feet" 


IN STOCK—Always 











If you want to increase your cus- 
tomers and your profits, write 
for your copy of each of these 


new catalogs. 


The only exclusive Goodyear Welt organt- 
zation in the St. Louis district 


"THE JUVENILE SHOE CORPORATION 
OF AMERICA. 

AURORA MISSOURI 

8ST. LOUIS SALES OFFICE: JEFFERSON HOTEL 





WHERE TO BUY 
Dancing Shoes and Taps 





TAP SLIPPERS 
IN-STOCK 
Black Kid One Strap 


Patent Leather One- 
Strap $1.65 
Ribbon ties 5c. extra. 
BROOKS SHOE MFG. 
Swanson Ritner Sts. 
Philadelphia 


co. 











WHERE TO BUY 
Men’s Shoes 


HIGHEST GRADE ONLY” 


EAST WEYMOUTH, MASS. U.S.A. 








pet 
so” SHOE 
Men's Fine Shoes 
OLD COLONY SHOE CO 
Brockton, 
MASS. 





STON | 
10 HIGH 8T. 








saniaaaneenen 





SHOE 


F FoR MEN 
eae BROCKTON 


and MILLER COOK SHOES 
A. E. NETTLETON CO. 
N. ¥. 











Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


























FEATURES NATURAL BRIDGE SHOES 


ATLANTIC City, N. J.—A _ display 
which attracted thousands of Board- 
walk strollers is pictured above. In it 
is a good showing of current Natural 
Bridge shoes, all of which are equipped 


3f PYRALIN 


PYRAHEEL 


with Pyraheels, a product of the Du- 
Pont Co. The Natural Bridge Shoe- 
makers feel duly complimented in hav- 
ing their footwear so prominently dis- 
played in this permanent exhibition. 





Paris Trends 


Paris—The Paris bottiers express 
the opinion that “tete de negre” brown 
shoes will generally accompany the 
gown of any red shade. They believe, 
however, that the anticipated vogue for 
red and prune dress fabrics will create 
a demand for “porto” colored shoes in 
the exclusive trade. 

The bottiers are emphasizing a dark 
brown kid. They report that brown 
will be their best color and kid an im- 
portant medium for Fall, executed in 
ties and pumps. Strap models are rare 
in their collections this season. 

The Parisien manufacturers, even the 
most exclusive, contrary to the bottiers, 
report that their demand is almost en- 
tirely for black as far as kid is con- 
cerned. Costa, of all the bottiers, is 
using the most black kid. 

It is generally considered that the 
development of this shade in the open- 
ings should be carefully watched. 


Buying Patent Leather 


A’ seasonal upturn in buying has 
been felt in the production of leather 
for women’s shoes, according to Harry 
Lichtman of J. Lichtman & Sons, man- 
ufacturers of patent leather, Newark, 
N. J. Calls have been received for 
special styles in colored leather. A 
large number of inquiries concerning 
prices and deliveries is received daily, 
showing that shoe manufacturing firms 
are beginning to look for an improve- 
ment in buying this Fall. 
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Blacks and Browns 


New fall styles, of late August of- 
fering, in women’s stores of Boston, 
are made up chiefly of blacks and 
browns, in approximately the 50-50 pro- 
portion, the shoes being for street wear. 

Blacks include suedes, dulls and 
patents, also, some reptiles, the latter 
being of the finer figures. 

The acme of these blacks is a pump, 
opera model, of the dullest of calf, or 
kid, without a single touch of color 
trim, and a heel quite high, and of a 
finish quite as dull black as the rest 
of the shoe. 

The browns include suedes, fine grain 
kid, some finished with an unusually 
bright lustre, several kinds of calf, 
and reptiles, alligator being notable 
among these reptiles. 

Combinations of suede and dull 
leathers, in both the blacks and the 
browns, are many. Contrast trims, of 
reptiles or other leathers, are of the 
delicate class, some intricate, some sim- 
ple, and all deftly applied to the shoes. 
Pumps including the strap and the 
strapless models are by far in the lead 
among the patterns. 

It is quite probable that these styles 
are for early fall, and that new types, 
distinctively more autumnal, will ap- 
pear later, or after Labor day. 


Whipcord Leather 

A new grain, from embossing shops 
of Peabody, is called whipcord, because 
it’s corded like a horsewhip. How long 





is it since a merchant saw a horsewhip? 
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Black Suede Good 


Cuicaco—Prices will be maintained 
throughout the season at the eleven 
stores of the Grossman Shoe Company, 
according to Mr. Frank Grossman. 
These are $2.85, $3.35 and $3.85. 

Probably eighty per cent of shoes 
sold for early Fall will be suedes, is Mr. 
Grossman’s opinion, with about seventy 
five per cent in black. Oxfords, straps 
and pumps will all be good. There is: 
a tendency toward lower heels, 16/8 
will predominate. 

Sales talks, advertising and all pub- 
licity which emphasizes the conserva- 
tive is good promotion for Fall trade, he 
thinks. Shoes that will give good wear, 
keep their shape after long service, and 
be conservative in style and color are 
ail nibbles by which the customer is li- 
able to be attracted after the season 
just past of ridiculous price slashing 
which has resulted in many bad “buys” 
as innumerable consumers have learned 
to their sorrow. It will take something 
more than mere price talk to sell shoes 
this Fall, Mr. Grossman thinks. 


Simpler Shoes—Dallas 


DALLAS, TEX.—Simpler shoes for 
women are being stressed as “fashion 
firsts” at Sanger Bros. Fashion em- 
phasis is placed on pumps, well fitted to 
give a streamline effect, slender throated 
and higher arched. As an ensemble 
suggestion for Fall, this large South- 
western department store, recommends, 
for use with the pumps, “fairly large” 
hand bags of dull suede and grained 
leathers that are supple and tailored. 
Darker hosiery is advocated by this 
store—notably darker brown casts. 


Gets Free Hosiery 


CHICAGO—A ppealing to feminine psy- 
chology Cutler’s “Hosiery Club” con- 
tinues to hold customers, according to 
Ray Mann, buyer at Cutler’s. 

Cards. are issued to each customer 
buying a pair of hose. These cards con- 
tain twelve numbers. Whenever a pair 
of stockings is purchased a number is 
punched. When twelve pairs have been 
bought the customer is given a free 
pair. Two pair of hose for ninety-five 
cents are being featured here right now. 


Black Silk Stockings 


Boston—Black silk stockings are 
here again. Stores that haven’t han- 
dled them for years are now showing 
them. Some are wearing them. Back 
in Victorian days, the hosiery of the 
midnight hues was the height of lux- 
ury. It faded before the rise of the 
myriad hues. 

Whether legs are to be black or 
otherwise again is something which 
motorists await with eagerness, for 
the headlights pick up the high hued 
stockings quickly when one drives at 
night. 
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Hosiery Dept. Accessories 


CHIcCAGO—“Peds” are being shown by 
Marshall Field & Company at their 
hosiery counters. These are “feet” and 
are to be worn right now without 
stockings for sports wear and later un- 
der the stocking as a protection against 
wear. They sell for fifty cents. 

Very sheer chiffon stockings are in 
constantly growing demand among all 
types of customers, is the report among 
retailers. Anything which will prolong 
the life of a stocking, therefore, is a 
good talking point back of the counter. 
Rubber guards to be slipped onto gar- 
ters to prevent the metal clasp from 
cutting the fine silk come on cards of 
six. They sell for fifteen cents. Many 
houses are making a special effort to 
educate the customer in the care of fine 
hosiery. Care in drawing a stocking 
on, as well as in laundering, is essential. 
Most women today are careful to have 
properly manicured hands, but extra 
attention to the feet to see that there 
are no rough places will prolong the 
life of the stocking. 


Different Sale Slant 


CuHiIcaco—An advertisement announc- 
ing the August sale of shoes at Mar- 
shall Field & Company’s uses “human 
interest” to get its unusual effects. 
Photographs of mother, daughter, 
father, son and small child include the 
whole family as interested in the sale. 

This advertisement shows the possi- 
bility of putting on a sale in which it 
is necessary to feature price without 
the “sale” talk being obnoxiously ob- 
vious. The psychology of such adver- 
tising is exceedingly good as the reader 
gets the necessary information while 
enjoying the pleasant picture of family 
life which the story tells. 


Eastwood Yacht Wins 


RocHEsTER, N. Y.—Congratulated by 
most of the shoe industry, as well as 
sportsmen on both sides of the Cana- 
dian border, Albert E. Eastwood, head 
of the Eastwood Shoe Company retail 
stores here, turned his thoughts back 
to work last week after his yacht, the 
Conewago, had defeated the Canadian 
Invader II in the annual races for the 
Canada’s Cup. 

Eastwood’s yacht brought the cup to 
the United States for the third suc- 
cessive season. A number of leading 
shoe manufacturers and _ retailers 
watched the events. 


Given Reception 


WAYNESBURG, PAa.—A. Y. MacCon- 
nachie, manager of the Mackie-Marshall 
department store here, who resigned to 
accept a similar position with the M. 
Fitzpatrick Company store at Sharon, 
Pa., was tendered a farewell reception 
by the employes of the local store. E. 
E. Kinter of New Castle, who succeeds 
Mr. McConnachie here, was a guest. 
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WHERE TO BUY 


Women’s Shoes 





CUSHION SHOES 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 


J. P. SMITH SHOE CO. 
Chicago, Ill. 


Inc. 








6*KUSH -IN -EZE”’ 


REGISTERED 
Hand-turned house shoes with 
all that any woman desires in a 
shoe of this type. All sizes and 

widths in 

stock, Thirty 

numbhers.— 
N * uae for Catalog 





$2.50 
VAUGHAN-TOWLE CO. 


WAKEFIELD, MASS. 
© (DIVISION OF L. B. EVANS’ SON CO.) +) 
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WHERE TO BUY 


Shoe Accessories 


Pe 





uy at 
Manufacturers’ Prices 


Specialty and Corrective 
Findings 

Felt or rubber Metatarsal But- 

tons, leather topped and plain 

felt heel cushions, 3-ply leather 

heel seats, grippers, pinch pads, 

findings, chiropodist felts, ete. 

CARLTON SHOE FINDINGS MFG. CO. 

321 West Monroe Street Chicago, III. 











WHERE TO BUY 


Shoe Forms 


| Zarry Jorms| 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 
FAIR YLITE 
Shoe Form Co. Ine., Auburn,N.Y. 





WHERE TO BUY 
Ballet Slippers 





DANCE FOOTWEAR 


Inimitably Different!— 
Immeasurably __ Better! 


Dancing in all forms is more than 
ever the vogu presents a prof- 
itable market for you. Our new line 
meets the demand for quality at a 
price. Send for new catglog. Write 
for exclusive agency plan. 








Chicago Stock Dept. 
159 N. State St. 


Los Angeles Stock 


Main Office & Factory 1951 Hillhurst Ave. 
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WHERE TO BUY 
Spats 
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BOND STREET 


5 best known 
and most demanded line. 
Styled in England — 
made in a full range 

colors. 


ur ‘ost. 
Strong merchandising 
helps—attractive packages. Immediate delivery from 
stock. Write today for samples to 
THE WILLIAMS MFG. COMPANY, 
Portsmouth, Ohio, U. 9. A. 





WHERE TO BUY 


Bowling Shoes 


BOWLING SHOES 
No. 754'—All sizes in stock 
for immediate delivery. 
by > of ATHCO Athletic 
Shoes. 
Athletic Shoe Co. 
914N. MarshfieldAv. 
Chicago, IM. 





L. |. Griffith Buys Store 


INDIANAPOLIS, IND.—L. I. Griffith, 
formerly of Henderson, Ky., has pur- 
chased the Lottey Shoe Store at 634 
Massachusetts Avenue from Frank 
Schmelz. Mr. Schmelz will travel 
southern Indiana for H. C. Godman 
Shoe Company of Columbus, Ohio. 





» TRADE DOINGS 4 


Forms New Company 


SELINGSGROVE, Pa.—F. A. Eyre, of 
Brooklyn, and C. M. Thomas have or- 
ganized the Thomas-Eyre Shoe Co. and 
will start manufacturing women’s turn 
shoes as soon as the necessary machin- 
ery is installed. Both men are well 
known in the shoe trade, Mr. Eyre hav- 
ing manufactured turns in Brooklyn for 
many years under his own name, 
while Mr. Thomas has traveled south of 
New York and east of the Mississippi 
for more than 25 years. 


Nobil Incorporates 


CoLuMBus, OH10—After being oper- 
ated for several years as an individual, 
J. M. Nobil, 22 East Gay Street, who 
conducts a chain of retail shoe stores 
in northern Ohio, incorporated under 
Ohio laws the name of J. M. Nobil, Inc. 
The authorized capital is 250 shares of 
no par value stock. Incorporators are J. 
M. Nobil, who will be president, treas- 
urer and general manager; Mrs. Bertha 
Nobil, secretary; E. M. Schecter and R. 
L. Mellman. Abe Cohen, manager of the 
Sandusky store will be secretary of the 
company. Plans are being made for 
the opening of a number of additional 
stores both in Ohio and adjoining 
States. 


Royale Remodels - 


York, Pa.—The front of the Royale 
Shoe Store in this city has been attrac- 
tively remodeled, so as to give the store 
additional window space and an indi- 
vidual entrance. The store formerly 
opened on a small lobby in the building, 
and was changed so that it opens di- 
rectly on to the street. Where it for- 
merly had but one show window and 
that only a dark corner requiring arti- 
ficial light for proper display, it now 
has two, one on each side of the en- 
trance, both shallow and adequately 
lighted during the day. 


Stronger Attaching for 
Wood Heels 


A shoemaking detail which has given 
more or less annoyance is the uncer- 
tainty of securely attaching wood heels, 
and both manufacturers and dealers 
will be interested in a new device which 
holds the heel more firmly than here- 
tofore possible. 

After the usual process with glue and 
nailing, a steel screw is inserted by a 
rapid automatic machine which counter- 
sinks the screw below the level of the 
insole surface, and very greatly 
strengthens the union of the heel to the 
shoe. 

This feature of complete security of 
wood heel attaching will appeal to both 
the dealer and wearer, and will dimin- 
ish the annoyance of wood heels coming 
off with wearing. 


Interesting Windows 


CHiIcaco—In one of the State Street 
windows, Mandel Brothers are featur- 
ing new Fall shoes only. Suede trimmed 
with reptile, reptile trimmed with suede, 
combinations of calf with reptile are all 
seen here. Black suede, used as a trim 
for a patent leather dress sandal is 
smartly piped with silver. Brown 
pumps have ribbon bows. 

The window of Dr. A. Reed’s Cushion 
Shoe Company is attracting attention 
with a large poster announcing; 

When You Were Sweet Sixteen 
Classy Designs of 1905 

In illustration, high 16-button shoes 
of that period are displayed, one pair 
with black satin uppers and one with 
white kid uppers and of course, with 
razor toes. A shoe, size 1914, made for 
the Italian giant, Primo Carnera com- 
pletes the display. 


Changes Name 


BALTIMORE, Mp.,—The Starlight Shoe 
Co., Inc., 317 N. High Street, Baltimore, 
Md., which was recently chartered to 
engage in the manufacture of footwear, 
has changed its name to that of the 
David Brothers Co., Inc. The concern 
is headed by two brothers, Jacob David 
and Samuel David. The concern has 
been capitalized at $50,000. 


My Life of Style 
[CONTINUED FROM PAGE 25] 


They also advised caution in placing 
orders for low effect pumps and operas. 
Retailers should avoid extremely long 
lasts in boots, as well as in low cuts, 
because they were hard to fit properly 
and the dealer could easily be left with 
quantities on his shelves. This com- 
mittee recommends 3% inches as the 
outside vamp length for safe fitting and 
good style in pumps, operas and boots. 

Since the appointment of the three 
separate committees as mentioned be- 
fore, these same committees have func- 
tioned consistently and efficiently each 
year since that time. Coincident with 
the vastly greater importance and in- 
terest in styles, the importance of the 
work and the magnitude of it grew by 
leaps and bounds. By this time, Mr. 
Goldberg had retired as chairman of 
the committee, but he had left a strong 
working organization thoroughly keyed 
up to the value and importance of the 
work and built upon a foundation that 
has endured through the years that 
have passed. It is largely due to his 
genius, his intuitiveness, his carefu! 
search in the style centers of Europe. 
and his thorough understanding of the 
basic elements that have molded style 
development, that have made it pos- 
sible for the N.S.R.A. styles committee 
to function so constructively for the 
benefit of retailers and members of 
other branches of the industry, partic- 
ularly the shoe manufacturers and the 





tanners. 
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The Boot and Shoe Re- 
corder has for 50 years 
been the recognized au- 
thority of the shoe indus- 
try — supplying the mer- 
chant with dependable 
Business Opinions, authen- 
tic Buying Facts and effec- 
tive Sales Helps. 


Standing at the right hand 
of the busy merchant, mid- 
way between the manufac- 
turer and consumer, The 
Boot and Shoe Recorder’s 
mission is to move Wanted 
Merchandise into the 
Shoe store, and from there 
into the hands of the con- 


sumer at a profit. 


It pays to advertise in the 
Boot and Shoe Recorder. 





Advertising 


the best guide to 
buying with confidence 


A product or service that is not of benefit to the 
user cannot withstand the glaring light of adver- 


tising. 


Manufacturers who continue to advertise through 
prosperity and slump are those whose products 
have proven their worth by years of useful serv- 
ice. They are the ones in whom you can place 
full confidence, and depend upon to deliver 


value in its fullest measure. 


The advertisements of such concerns are found 
in this magazine. Read them—study their mes- 


sage. You can be confident of buying dependa- 


ble products from these progressive advertisers. 


Sf tt '+ woth making .... t3 worth a 


Copyright 1932, Rogers & Gano Advertising Agency of Texas 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 
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Men’s Hand Turned Slippers 


ROMEOS EVERITS OPERAS 
ALL LEATHERS $1.85 AND UP 
GOLDEN BROWN IN STOCK 


ROTH SHOE COMPANY 
MANUFACTURERS 
50 N. FOURTH 8T. PHILADELPHIA 








OPULAR 
RICES 






and 
clean merchandise at 
that afford you a fair profit. 
Actually SLIPPERS THAT SELL. 
Samples on request. 
VINCENT HORWITZ CO., Inc. 
64-76 W. 23rd St. New York City 





















FANE NOT ST 
W. 8S. CHASE 
HAVERH 


in Stock 


& SONS 
ILL, MASS 


Men’s Full Leather Lined 
Handturned Slippers 


Priced from $1.60 
Kid Pullman Slippers 
colors and Black with 
Snap Pocket sido 
Zipper Pocket $1.50 


INC., 





Amster Shoe Incorporates 


Wooster, OHI0—Amster Shoe Co., 
Inc., has been incorporated for $15,000 
by Helen B. Amster, Nick Amster, Shir- 
ley Burgin, Cloyd Taylor and D. H. 
Weimer. Nick Amster for many years 
has conducted a men’s clothing and fur- 
nishings store here and will enlarge his 
men’s and boys’ shoe department, oper- 
ating it separately from the clothing 
business. 


Fire Destroys Store 
Berry, Ky.—Fire in the business sec- 


The salesmen of the Freeman Shoe 
Corp. photographed at a recent sales 
conference at the factory in Beloit, 
Wis. “One of the finest bunch of boys 
on the road, and among the most pros- 
perous, by the way, “says one who 
knows them quite well. They are;— 

First Row—Left to right: A. Cadwell, 
P. P. Murkland, H. C. Johnson, R. E. 
Freeman, president; W. M. Hootkins, 
H. S. Edwards, H. R. Dostal, Max Car- 
roll, advertising manager. 

Second Row—Right to left: J. Lem- 
mon advertising agency executive; C. A. 
Swanagan, C. S. Craney, W. R. Bloom- 





een SE 
THE BOYS WHO SELL THE: FREEMAN SHOES 















quist, George Walsh, Peter Fick, J. A. 
Beddow. 

Third Row—Left to right: Frank 
Larkin (past-pres. N. S. T. A.) H. €. 
Freeman (vice-pres.) Max Falke, 
George Gorman, W. C. Bohrer, Jas. Con- 
don, Carl Ortlund, H. T. Carey, W. 0. 
Rice, Ed. Sinsheimer, Dick Craney, John 
Wickman. 

Fourth Row—Right to left W. W. 
Mitchell, Leon Kelley, E. D. Adams. 

Fifth Row—Left to right: H. M. 
Springer (salesmgr.) A. M. Fulton. 

Top Row A. M. Hinkle. 

















Opens Sales Headquarters 


TACOMA, WaSH.—Earl E. McDon- 
ough, representative of Peters Shoe 
Company, branch of the International 
Shoe Company in the Pacific North- 
west, has opened sales headquarters in 
the Terminal Sales Building, Seattle, 
and at the Imperial Hotel in Portland. 





Visits Factory 


PorTSMOUTH, OHI0O—Chan D. Risley, 
traveler for the Selby Shoe Co. in New 
York State recently visited the factory 
bringing a number of the larger shoe 
buyers in his territory. 

Paul G. Williams, another of the 
company’s salesmen covering Pennsyl- 





tien of this town on Aug. 1 caused a 
loss of more than $100,000. Electric 
wires were blamed for the fire. The 
Ideal Shoe Shop operated by Frank 
Pogue was destroyed, entailing a loss of 
$2,000. The Whitaker department store 
was a total loss of more than $38,000. 
There was partial insurance. 





New Buffalo Store 


BuFFALO, N. Y.—Benjamin Etkin, of 
66 Butler Avenue, has filed an assumed 
name certificate for Baker’s Boot Shop, 
a new retail footwear store to be opened 
in Buffalo. 


vania was also a visitor at the factory 
for several days. 





New Headquarters—Portland 


Al G. Thelin, Portland representative 
for Endicott-Johnson Company, is now 
in new headquarters in the Sherlock 
Building. He reports that suede shoes 
will be sold heavily this fall. 





Warren Kolkebeck with Reed 


The E. P. Reed Company has ap- 
pointed Warren Kolkebeck to represent 
it with the Elfin line in New York, it 
was announced last week. 
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Buys Out Partner 


SAN Dreco, CALIF.—Russell B. Wil- 
liams and Louis F. Weggenman doing 
shoe business as Weggenman Booteries 
have disolved partnership with Mr. 
Williams buying out his partner. This 
firm has two stores in this city, one 
specializing in men’s and the other in 
women’s. I. Miller, Arch Preserver and 
similar high grades shoes are featured. 
No drastic change in policy is an- 
nounced, 





Knight’s Boy Dazes Portland 


PORTLAND, ORE.—Joe Carson, for 
many years a popular attache of Will 
Knight’s Shoe Store, and for a few 
years past practicing attorney of Port- 
land, has announced his candidacy for 
Mayor of Portland. 





Shoe Department to Enlarge 


Los ANGELES—The new addition ad- 
joining the street floor shoe department 
at The Broadway which is now occupied 
as an Olympic sportswear shop, will, 
after the period of the world-famous 
games be part of the shoe section. The 
new addition leads directly into the 
street floor shoe department and into 
the mezzanine shoe shop recently opened 
and featuring $3.95 models. 
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BUY as you SELL 


And Avoid Frozen Capital in End Sizes 


The Recorder Stock and Daily Sales Record Helps 
You Do Just That! 


Insures Accuracy of Buying Judgment 





| Black “If a $5 Gold Piece Falls Thru 
Cleth a Crack in the Floor”’—is the 
aneacalill title of our instruction brochure 


red imitation —_! for keeping stock records:— 
leather back 
citi Supplied with each order for 


gold lettering the Stock Record System. 














One hour a day keeps your records com- 
plete— 

Every sale and purchase recorded— 
Visible daily turnover and sales report— 
with monthly inventory of each stock 
number— 

Shoes on hand, on order, due, returns, 
transfers in or out from branch stores— 


FOR GROUP OWNED STORES 


—the Stock Record System used in con- 
junction with the MASTER STOCK 
SHEET and the central office CONTROL 
FORM, also a COMPARISON FORM for 
yl sales of total pairs by seasons and years, 
‘= gives the merchant-owner complete stock 


= i 
RetoRDED control with style and sale trend. 
STOCK RécoRD, 





Complete Working Outfit 
(West of Denver........ $7.75) 


Consists of: 
Black Cloth binder—114” x 1334” $1.50 
OR: DeLuxe Imitation Leather......... 2.00 
100 Daily Sales and Stock Sheets, (Form 

#100) and 1 Comparison Form 

2 Inventory Pads (100 sheets) 
2 Buying Order Pads (50 sheets)........ 0.50 
(or 4 of each, as preferred) 
1000 Carton Tickets and Clips 


Above, not including Carton Tickets..... 5.00 
(West of Denver......... $5.50) 


Postage Prepaid—Check with order, please. 
Orders fiiled for any forms preferred. 
(New Revised Fifth Edition) 


Your choice of DeLuxe flexible imitation leather binder shown above, i i 
x choice of DeLuxe flexit a Shoe Carton Tickets and Clips: 


Special Quan 


tity Price: 
400—Daily Sales and Stock Sheets (Form No. 100)..............; $9.00 
PROFIT CHARTS—25c. each; an accurate method of figuring 


li 
WRITE FOR OUR en ae ON STOCK-TURN. 5000 (per GOUNOINEDD  ccccdncccuccecesace 2.00 


MERCHANTS SERVICE DEPARTMENT 


Boot and Shoe Recorder 
367 WEST ADAMS ST. CHICAGO, ILLINOIS 
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WHERE TO BUY 


Children’s Footwear 

















SPORTINBAK 


FLEXIBLE 
ANKLE SUPPORT 
er 





SEND FOR SAMPLES 
IN-STOCK 


PATENT ... . WHITE 
LIGHT SMOKE 
2 to 6 $1.35 6 te 8 $1.55 


EPHRATA SHOE CO., Inc. 
EPHRATA, PA. 








GHBASS & CO, siimntne 


RY wets ("0 
HAVE 
FLEXIBILITY 
SMOOTHER INSOLES 
QUALITY AT LOW PRICES 


By 
SHAFT-PIERCE SHOE COMPANY 
Mfrs. of Asrebat and Clara Barton Shoes. 
FARIBAULT, MINNESOTA 




















Fine Store in Wichita 


Julian Sternbock, prominent Wichita, 
Kan., shoe merchant is spending sever- 
al thousands of dollars remodeling and 
redecorating the store at 218 East 
Douglas Avenue, which he plans to open 
about Sept. 1. 

Mr. Sternbock’s new store which is in 
a very choice location will be up-to-date 
in every respect and will be operated as 
a modern family store, catering to the 
people who wish to buy good-fitting, 
good quality shoes at popular prices. 
Peacock shoes for ladies and Packard 
shoes for men will be carried, as well 
as other nationally advertised lines. 
The store will also cater to juveniles, 
carrying a complete line for boys and 
girls. 

A hosiery line will be operated in 
conjunction with the booterie, featur- 
ing a wide variety of popular priced 
wear. 





> PROFITIZE YOUR BUSINESS IN ’32! 4 





New Detroit Corporation 


DETROIT—Joseph Leach and Harry 
Leach, together with Bancroft Brien, 
have formed the H and J Shoe Co., Inc., 
with present offices at 3804 Cortland 
Avenue. The company has been-given a 


$1,000 with comon stock issued ‘at $10 
per share. The company will operate 
a chain of shoe stores, of which seven 
are now in operation as a nucleus in 
Detroit and Michigan. The former 
stores and business of Brien Brothers 
(Brien Wholesale Shoes, at 139 East 
Larned) and the Dollar Shoe Stores, 
both groups formerly operated by the 
Detroit Comfort Sleeper Company, and 
the two west side stores of Leach 
brothers form the nucleus of the new 
chain. 





The Modern Shoe: Store, at 3465 
Hastings Street, Detroit, has been in- 
corporated with a Michigan charter. 
The company is given capitalization of 
$4,000, with common stock issued at 
$10 per share. Isadore Cohen was the 
proprietor. Hyman Kaplan has been 
added to the company, each having an 
equal interest. 





Merit Stores Closing 


INDIANAPOLIS, IND.—About _ thirty 
stores owned and operated by the Merit 
Shoe Company, in Indianapolis, sur- 
rounding towns in Indiana and eastern 
Illinois are closing out their stocks by 
order of the court. Stocks of footwear 
are being sacrificed regardless of cost. 


Buys H. J}. Dietz Stock 


LANCASTER, PA.—The entire stock of 
shoes and hosiery and all fixtures of the 
H. J. Dietz store, in this city, which re- 
cently filed a petition in bankruptcy, 
has been purchased by the M. T. Gar- 
vin & Company department store. The 
stock is to be moved to the department 
= where it will be sold at a special 
sale. 








Opens in Burlington 


BURLINGTON, VT.—Charles I. Spiller 
of Barre, Vt., has opened a retail shoe 
store to be known as the People’s Shoe 
Market, at North Street and Elmwood 
Avenue, this city. The store will be 
under the management of Benjamin 
Cummings, formerly a well-known shoe 
merchant here. Mr. Cummings’ son, 
Morton, will be associated with him in 
the business. 





Holds Opening 


TERRE HAUTE, IND.—The Ben Decker 
Shoe Company, 629 Wabash Avenue, 
here, held a successful opening of his 
store in its new location. Hundreds of 
customers and visitors attended the 
opening. Souvenirs were given 
throughout the opening day and many 
large and attractive floral pieces were 





received from many friends. 





56 








Michigan charter, and is capitalized‘at. 


Pittsburgh Hold-Up 


PITTSBURGH, Pa.—Two thugs held up 
and bound and gagged H. A. Saville, 
manager of the Hanover Shoe Store at 
237 Eighth Avenue, Homestead, on 
Aug. 12 and stole $125 from the cash 
register. Saville, after the thieyes left, 
‘managed to attract attention and was 
released from his bonds. Both men were 
armed he said and forced him into a 
rear room where he was tied up. 





New Shoe Department 


BELLAIRE, OHI0—The Peerless De- 
partment Store, Inc., of which Sidney 
L. Schwartz is the president is to be 
opened here on Sept. 10. There will be 
complete shoe departments. The new 
store is to be located in the building 
formerly used by the Blum Department 
Store, which is now being dissolved. 





Purchases Shoe Store 


PITTSBURGH, Pa.—Robert Ebbert ha: 
purchased the interests of the late 
Joseph Kenmir in the Eb-Ken Shoe 
Store, 2891 West Liberty Avenue and 
has assumed sole ownership of the 
store which will now be known as Eb- 
bert’s Shoe Store. Mr. Kenmir died 
some weeks ago. 


OBITUARY 
John W. Elstun 


INDIANAPOLIS, IND.—John W. Elstun, 
85 years old, manager for many years 
of the Indianapolis Hide, Leather and 
Belting Company, died recently at his 
home here after a long illness. He left 
his farm home near Milroy, Ind., to 
enlist in the Civil War when he was 
sixteen years old. He served on battle- 
fronts during the last eighteen months 
of the war. He is survived by the 
widow and one daughter. 


John B. Fehr 


READING, Pa.—John B. Fehr, for a 
number of years a salesman for Knorr 
and Ruth, wholesale shoe dealers, of 
this city, died in the Reading Hospital 
on Aug. 6, aged 65 years. He was also 
connected at one time with the firm of 
Long and Davis, shoe manufacturers of 
Lancaster, Pa. His widow and two 
sons survive. 











Nathan Auer 


CINCINNATI, OH10O—Funeral services 
were held Aug. 15 for Nathan Auer, 
retired shoe manufactuer, who died the 
preceding day. 

Until recently he had been an active 
member of the Shoe and Leather Club, 
although he retired about 30 years ago. 
Auer was 81 years of age. He canie 
here a half-century ago from Austria, 
his birthplace. He is survived by the 
widow, Mrs. Jennie Auer, three sons 
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and four daughters. 



















tweer 
which 
comes 
paren 
“on h 
each > 
ures. 
The 
each 
not a 
but is 
the fa 
avoid 
D.) D 
ern it 
keep 1 
weekly 
and 66 


Boor 
combin 


Maintaining Ba 


lanced Stocks 


[CONTINUED FROM PAGE 43] 


FIG. D—TABLE OF MULTIPLIERS, FOR CORRECT ORDERING 


When ordering weekly— 
Multiply Sales 1 Week 
i.e.— Delivery 
ist week ...... xX by 3 
xX by 1% 
xX byl 


4 Weeks 
Delivery 
xX by 6 
xX by 3 
xX by 2 


3 Weeks 
Delivery 
xX by 5 

xX by 2% 
xX by 1% 


2 Weeks 
Delivery 
xX by 4 
xX by 2 
xX by 1% 





is laid out for a planned type-price- 
line, like “pumps, plain at $6.00, in 
patent leather.” Day by day, during 
the week, we keep track of the pairs 
sold by making a tally-stroke in the 
“sold” column in each size-column and 
in each width-line (AA, A, B, etc.). 
Daily, the pairs sold can either be noted 
on sales-checks, on a “tally-card” near 
the cash-register or wrapping-desk, or 
a detachable slip or gum-label carrying 
the needed data can be placed in or 
loosely attached to, each carton. 

At the end of the week the pairs 
sold, of each width-size, as shown by 
tally-marks in the oblong space of the 
form, in the oblong space under each 
size’s “sold” column, are totaled and 
written in the square provided. 

Then a pad of Form B (Inventory-on 
hand and on order) is carried through 
the stock, and we “size the shelves,” en- 
tering by tally-strokes the pairs in 
stock, then writing the total of tally- 
marks in the squares provided. Then 
we go to the order-file and list the shoes 
now on order, “undelivered,” by strokes, 
then note their totals in the squares. 


Our customer-demand, by type, price- 
line, color-material and size-width, we 
now see, for the past week, on the 
“Sales Record.” Our available supply 
we see noted plainly in our “inventory” 
of on hand and on order. Now we bring 
in a third form, the “Weekly Order 
Budget,” which is to be our buying-plan 
or guide as to what size-widths to order. 
(See Form C.) This we head in for the 
type, price-line and size-widths as we 
have the other forms. 

Now, on top of this “order-budget” 
we place a sheet of ordinary blue car- 
bon paper, as is used in order-books, 
and proceed to make a scientifically cor- 
rect buying-plan, very simply. We slip 
these two sheets (carbon paper be- 
tween) under the “Sales Record” sheet, 
which is still on the pad on which it 
comes. The latter, being*semi-trans- 
parent, enables us to see through it the 
“on hand” and “on order” quantity in 
each size-width, combining all our fig- 
ures, 

The correct quantity to re-order, of 
each maintained item (size-width) is 
not a matter of guess work or opinion, 
but is governed by a formula, to assure 
the fastest possible stock-turn that will 
avoid lost sales from “outs.” (See Fig. 
D.) Delivery-period and sales-speed gov- 
ern it. Under 1-week delivery we can 
keep up continuous supply by ordering, 
weekly, to bring the items “on hand” 
and “on order,” combined, up to a 3- 
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weeks’ supply; with 4-weeks’ delivery 
we must bring this total up to a 4- 
weeks’ supply. Under 3-weeks’ delivery 
up to a 5-weeks’ supply, and soon. The 
table illustrates this. 

The table’s “multiplier” figures mere- 
ly mean that we multiply the number 
of pairs sold in 1, 2 or 3 weeks by the 
figures shown in those “delivery” col- 
umns, to see the total number needed, 
in stock and on order. Subtracting from 
this the number now on hand and on 
order shows the CORRECT NUMBER 
TO BUY, or order. 

Placing Forms B and C, with the car- 
bon between, under Form A, we see that 
we sold, in the first week, 1 6-A,A, work- 
ing under 2-weeks’ delivery conditions. 
The number sold in 1 week we multiply 
by 4. Four times the 1 pair sold shows 
4 pairs needed, on hand and on order. 
Through the transparent top sheet 
(“Sales-Record”) we see that we now 
have 1 pair in stock and 1 on order. 
These two, subtracted from 4, shows 
that we must order 2, which we write 
in the “o Buy” square. Of 6%-AA we 
sold 1. Four times this shows 4 to be 
needed, and through the transparent 
sheet we see on hand, none on order. 
Balance to buy, 1. This process we con- 
tinue throughout the assortment. When 
we finish we pull out the third (order 
budget) sheet, finding all the “To Buy” 
figures we have written transferred 
upon it by the blue carbon paper. 

From this “budget” we write our or- 
ders, taking or sending it to “the mar- 
ket” for selection of styles to fill its 
needs. As the shoes are ordered from 
it, tally-strokes are noted in the re- 
spective size-width squares. When these 
equal the blue “budget” figure we check 
that size-width as “bought up.” 

In the second week we repeat the 
process, but use the second week’s “mul- 
tiplier” of 2, since twice 2 weeks’ sales 
equals 4 times1 week’s sales. In the third 
week we use the “multiplier” of 1%, 
since multiplying 3 weeks’ sales by that 
number will show a 4-weeks’ supply. 
After that, we multiply the last 3 
weeks’ sales by 1%, until, a few weeks 
before the planned end of the season 
(for seasonal lines). Then we do not 
order any more, but let the “line” sell 
out or close itself out. 

Faithfully followed, this system or 
process will assure full, complete as- 
sortments. with the fastest possible 
stock-turn. To combine two style-num- 
bers in the same record-assortment we 
stock one size in the “even” sizes, the 
other in the “half-sizes.” 


- customers. 


Show Use in Shoe Windows 


[CONTINUED FROM PAGE 36] 


dogmatically which school of thought is 
right or wrong. Perhaps it all depends 
upon the kind of store, the quality of 
merchandise, the store’s policy, etc. 

But let’s not forget this. The public 
today is vitally interested in price and 
this is true, not only of that portion of 
the public that ordinarily buys low 
price merchandise, but of all classes of 
Is it wise to ignore a sub- 
ject cf so much vital interest by leav- 
ing prices out of the windows alto- 
gether? Isn’t such a policy likely to 
lead to misunderstanding and to sug- 
gest the thought that a store is loath 
to state its prices because it realizes 
they are too high? 

There are a great many customers 
nowadays who have been accustomed to 
high-priced merchandise and are tem- 
porarily obliged to content themselves 
with that which is less costly. Such 
customers are reluctant to enter a store 
and ask to see a pair of shoes that they 
admired in the window, unless they 
know in advance whether the price is 
within their means. Is it wise to run 
the risk of driving away such custom- 
ers through what appears a deliberate 
policy of “high hatting” them? 

Whatever our general conclusion may 
be on the subject of featuring prices in 
the windows, it’s a good time to give it 
pretty careful consideration in the light 
of existing conditions. For there are 
few policies in retailing today that can 
be regarded as fixed and arbitrary. 
Most of them are subject to modifica- 
tion and change at any time in accord- 
ance with the prevailing trend of retail 
practice. 


Drape Suit Favors Custom Last 
[CONTINUED FROM PAGE 19] 


shoe sales feel that one good feature 
will be the greater sale for the brown 


colors. A revival of the old custom 
Russia shade is being felt in the better 
grades. This shade has a distinctly red- 
dish tinge underneath and is more of a 
rustic shade. It is finished rather dull 
and the consumer is urged to have the 
leather polished dull, so as to keep the 
original character of the shoe. 

A new rust color is also being intro- 
duced which, according to the sponsors, 
has great possibilities in that it is a 
genuine custom color and will go very 
well with the browns, blues and grey 
drape clothes. It is felt that this shade 
will not be noticed in the volume shoes 
until the Fall of 1933, however. The 
darker browns, even the cordovan shade, 
will be in the money in the volume 
sellers for this season. 

With the drape suits being the mo- 
tive for stimulating the sales of brown 
shoes, it is felt that the sales of colors 
will be almost double of the previous 
season or around 20 to 30 per cent, de- 
pending on how hard the individual 
merchan’ promotes colors. 











Pep Up Your Fall Business With 








Do You Ever Wonder What Your 
Window-Shopper Is Thinking? 


You can double the pulling value of your windows with Recorder 
Display Cards and Price Tickets, because they guide the think- 


ing of your window-shopper. 


People don’t buy until they want or need your merchandise. 
Appeal to that want on a basis of service, quality, personal satis- 
faction with the purchase. So-called cut prices, bargain prices, 
sales prices (except for broken sizes) have the effect of creating 
doubt as to the value offered in your window-shoppers’ minds. 


Women do compare values, usually in three stores—and the 
“cheapest” doesn’t get more than a 50-50 break. An even bet 
is no bet. 

Make your merchandise attractive in display—use Recorder 
cards for color and to talk your store service—and your business 
will improve. 








Each month’s set of cards is colorful, artistic, with die-cut top, 
with hand-lettered selling messages, making it comparatively a 
simple matter to make the window trim fairly alive with your 
hearty invitation to come inside. 


rm Show Cards double the value of your window dis- 
plays! 
Complete Service Sent on Request for Inspection and Trial 






> 


Green board; design 


AUGUST 


ae we 6 
ae me 


yellow, and orange; text 
blue. 


Qreenue 


AUGUST CARDS 
Complete Texts 
sent on request: 

cards—Women’s Shoes 

cards—Men’s Shoes 

card—Children’s Shoes 

card—Hosiery 

cards—On Store Service, 

Fitting, Quality, etc. 
Single cards—60c. each 
Without text—35c. each 













in blue, 










Special Introductory Service 
3 cards, with 50 blank tickets 
without card holders at $1.50 
per month 
On Annual Contract—Two 
ly Holders Supplied 
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FREE—A Profit Chart, pocket size, with each order of (24 doz.) price tickets; clips or carton tickets. 





Attractive, 
Colorful 
Hand-Lettered 
Price Tickets 


In all denominations 
and blanks 
D—Modernistic, 3-Way two- 
tone, Purple with gold 
edge or red with black 

edge, on white. 
6 dozen, $1.25 
12 dozen, $2.00 


All other price tickets illus- 
trated are in two or more 
colors, except ‘‘11.’’ which 
is plain buff. 


6 dozen, $0.85 
12 dozen, $1.50 


J—Adjustable clips for price 
_e $2.25 
gross, 25 
1 gross, $4.00 
K—Shoe Carton Tickets 
$1.25 per 500 
$2.25 per 1000 
MANY OTHER 
PRICE TICKETS 
IN STOCK 
ALSO: Profit Charts Daily 
Stock Record, and Financial 
Record Systems. Ask for 
Samples. 
Check wth Order— 
Please 
For odd price ticket denom- 
inations not in stock and 
hand lettered, 15¢ per dozea 
additional. 
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BOOT AND SHOE RECORDER 
TRADE MARK SECTION 


THE LATEST AND MOST 
COMPLETE LISTING OF 
TRADE NAMES OF THE 
SHOE, LEATHER AND ALLIED 
INDUSTRIES PUBLISHED 


PRICE $1.00 —— Lonnie 


BOOT AND SHOE RECORDER A.C.LAWRENCE LEATHER Co. 
239 WEST 39th STREET, N. Y. CG BOSTON: PEABODY: NEW YORK: CHICAGO «ST LOUIS 


CINCINNATI: PHILADELPHIA+~ GLOVERSVILLE 


i) 
LAWRENCE LEATHERS 




















We will pay the best price for 
your surplus or entire stocks of shoes, 
general merchandise or department 
stores. Leases assumed. 
Phone - Write - Call 
All matters strictly confidential. 

I. SIMON CO. 


101 Reade St., New York City 


Phone Worth 2-5922 Est. 1880 











We will buy from manufacturers, 
jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 

KIRSCH-BLACHER CO., INC. 
590 Broadway New York 


Phone CAnal 6-4298 and 4299. 





HIGHEST CASH PRICES 
PAID 

Ieee ‘taken over." Trancastions crufdental 

Est. 1890 


MAX GLAUBERG 
327 Church St. New York City 
Phone: Canal 6-23683 














BUSINESS OPPORTUNITY 


BUSINESS OPPORTUNITY 








* PODIATRY — CHIROPODY * 


IN ST. LOUIS 





A school in Boston, Mass. 


The profession in demand by all cities and towns. The necessity for FOOT 
CARE is universal. 


Modern laboratories for instruction in Chemistry, Microscopy, Bacteriology 


and Dissecting. 
Clinical training in Large Foot Clinics. Special clinics for Children of 


School Age, Industrial Employees and the Poor. 
Several schools have expanded their course to three years, beginning Sep- 
tember, 1932. We continue to offer a two-year course for the present term. 


Entrance requirements— 
High school graduate or its full equivalent of at least fifteen units of high 


school work. A limited number of students can be accommodated. 
Hiram B. Donaldson, Dean. 


Write for catalogue. 


MIDDLESEX SCHOOL OF PODIATRY 
473 BEACON STREET, BOSTON, MASSACHUSETTS 











HOTELS HOTELS 





UP-TO-DATE ROOMS at DOWN-TO-DATE RATES te $7.00 


SPECIAL WEEKLY RATES Direction American Hotels Corporation 
One block from Penusyloania Station J. LESLIB KINCAID, President 
and Empire State Building GEORGE WARTMAN, Menage 


BROADWAY AT 32np ST. 
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$300 


to 
$450 
Tuband 
Shower 


btels 


MAYFAIR 


EIGHTH and SAINT CHARLES 


and 


LENNOX 


NINTH and WASHINGTON 


im $T. LOUIS 


In the very center of 
things. Just a step from 
theatre, shopping and busi- 
ness district. Admittedly 
offering more personal 
room comforts and refine- 
ments than any other 
hotels in Saint Louis. And 
any Saint Louisan will tell 
you that these new hotels 
are decidedly the places to 
dine in St. Louis. 


Coffee Shop 


Ice-Cooled Air 
Garage Service 


Club Meals in Dining Rooms 


OPERATED BY HEISS HOTEL SYSTEM 





PORTLAND, ORE.—George Bullen has 
opened a men’s wear store at 304 
Pacific Building, where he will feature 
$3.50 to $5.00 shoes. 
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Team Work in the Store 


[CONTINUED FROM PAGE 17] 


the newest and smartest patterns the 
market affords. We try to leave our- 
selves open for new things as they come 
out during the season so we may imme- 
diately be able to purchase and have on 
hand quickly while they are hot. 

“While we realize that staple busi- 
ness is the backbone of many shoe de- 
partments, we have felt that there has 
always been a demand for a depart- 
ment that buys the smartest and most 
novel and has the sizes to fit people 
when and where they want them. We 
have tried to do just that, and I think 
that our job in selling shoes has been 
made much easier by the selection of 
styles which are the wanted styles at 
the moment. 

“Making a specialty of optimism is a 
paying proposition. These are strenu- 
ous times and we do not allow ourselves 
to let them get the better of us. With 
us, the next day is always going to 
bring something better until proven 
otherwise. We try to put into our shoe 
department the feeling of optimism that 
we think sometimes carries over the 
customer and materially increases sales. 
No matter how difficult things become, 
we try to keep the thought in mind that 
tomorrow will be a better day, and it 
certainly assists in overcoming ob- 
stacles, 

“To sum up, the main requisites of 
doing a successful business are op- 
timism, enthusiasm, plenty of loyalty, 
plenty of hard work and plenty of en- 
couragement, as well, of course, the 
proper merchandise at the proper time. 
All these points are important. If you 
find a shoe department which believes 
in all these things, put them into prac- 
tice, you will find a successful shoe 
department. 

“It is also very necessary to have 
good leadership from the executives— 
personality and color. In this we are 
particularly fortunate due to the fact 
that Charles Berg and Forrest Berg set 
us a marvelous example in personality, 
leadership and color.” 





Announce Birth of Son 


FortH WortHu Tex.—Mr. and Mrs. 
T. W. Crawford have announced the 
birth of a son, Mark Edwin. Mr. Craw- 
ford is a member of the firm of Spur- 
lock & Crawford, who conduct the Foot- 
Friend Shop at 305 Houston Street. 


























Boor an 


combinin 


SMART APPEARANCE 
vi) DEDENDABLE WEAD 











SILAOUW 


The popular SILHOUWELT 


possesses certain features which 








add to the value of feminine 
footwear _.. The welt type of 
construction furnishes durable 
and dependable wearing quali- 
ties, and produces a comfort- 


able, snug-fitting shoe. 


At the same time, the lightweight 

outsole, close-fitting edges and 

shanks truthfully interpret the 
gracetul lines of modern 


shoe styles. 


UNITED SHOE MACHINERY CORPORATION 


we BOSTON, MASSACHUSETTS a4 
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TO MANUFACTURERS AND 
WHOLESALERS :— 


RECORDER Subscribers daily ask us where 
to buy certain shoes and many other items 
connected with the operation of their stores. 
Following are some of the inquiries received 
this week. 


All manufacturers, wholesalers and others, 
having goods to supply the following wants, 
should address The Inquiry Dept., BOOT 
AND SHOE RECORDER, 239 West 39th St., 
New York, N. Y. 


The RECORDER will then promptly for- 
ward such catalogs or letters directly to the 
inquirers. Please refer to code identifying 
number, so that we may immediately for- 
ward the information with the least possible 
delay. 


N 1213. 
N 1214. 
N 1215. 


Resident buyers. 
Arch support shoe display stands. 


Women’s camping boot with 
hookless fastener. 


Men’s and women’s 
priced riding boots. 


N 1217 A—Men’s, women’s and 
dren’s popular priced hose 


B—Carved mahogany display fur- 
niture. 


C—Plans for remodelling a store. 


N 1216. popular 


chil- 


N 1218. Manufacturers of shoe horns and 
button hooks. 

N 1219. Shoe horn manufacturers. 

N 1220. Trench Oxfords. 

N 1221. Men’s and women’s jodphur 
boots. 

N 1222. Women’s built-in arch shoes. 

N 1223. All metal shoe racks. 

N 1224. Soft sole ballet slippers 

N 1225. Congress shoes. 

N 1226. Carton labels. 

N 1227. Line of women’s 6% in top 
orthopedic shoes. 

N 1228. Window displays and back- 
grounds. 

N 1229. Popular priced handbags. 

N 1230. Price ticket stamping device. 

N 1231. Men’s and women’s shoes to re- 


tail at $3. 

















































For Your Convenience We List the 


Following: 


Arch Appliances 
Advertising Mat Service 
Bath Room Mules 
Beach Sandals 
Boys’ Division, State Grade: 
Dancing shoes 
Skating shoes 
Slippers 
Bookkeeping Systems 
Book on Leather Industry (Free) 
Book on Rubber Industry (Free) 
Cash Carrier Systems 
Cash Registers 
Children’s Division, State Grade: 


Sheepskin turns and Prewelts 
Chiropody Schools 
Dye Manufacturers 
Floor Coverings and Plane 
Foot Measuring Devices 
Handbags to Match Footwear 
Hosiery: State Grade 


Carton 
Woven 
Lighting: 


Interior 
Windows 


List of Union Stamp Factories 
Men’s Division, State Grade: 


Army shoes 
Cowboy ‘boots 
Field ts 


h cut shoes 
iteeeesine 





yA 
& 
N 


Shoe conforming machine. 


z 
B 
~ 


Ground Gripper Shoes for men. 


z 
& 
> 


Floor covering and other window 
decorations. 


Stamping Device for carton 


labels. 


Riding and field boots to retail 
about $10. 


Price tickets with store name 
printed on. 


N 1237. 


N 1238. Women’s spiked golf shoes to 


retail at $5 and $6. 


N 1239. Price ticket stamping device. 
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Slippers: 
Dan 
Felt 
Lea’ 
Pullman 
Tap dancing 
Wool 

Active Sports Shoes: 

Aviation 

Basket ball 

Baseball 

Bowling 

Boxi: 


Camplng 


Fishing 
Golf 


Rubber Goods 
Resident Buyers 
Riding Boot Accessories 





Store Fronts 
Store Equipment: 
Store seating plans 


X-Ray machines 

Foot rests for shine stands 
Fitting stools 

Mirrors 

Stock Cartons 


Shoe Laces 
Signs, Electric 
Stock Keeping Systems 
Souvenirs: 
ks 


Boo 
Dolls and doll shoes 
Genera] souvenirs 


Shoe Cabinets 

Shoe Dressings and Dyes 

Shoe Findings 

Shoe Heels 

Shoe Ornaments 

Shoe Trees 

Spats 

Trade Mark Directory of Shoes, etc. 
($1.00) ; 





Vamp Rollers and Stretchers 


Women’s Division: 
et 


Tap 

Russian boots 
Dancing sandals 
Camping boots 

Orthopedic shoes 

Rid boots 


Dancing— 


Party Slippers 
House Silppers 
Wool Shoes 
Windows: 


Corrugated decorative paper 
Clips for price tickets 
Backgrounds 


Display art panels 
Floral decorations 
Reflectors 
Bupisy aaures, het 
es, hosiery 
Price tickets 
Show card service 
Arch Support Shoe Stands 
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This year more than ever Vitality Health Shoes will 
put Vitality into your selling program. Sales vitality 
that comes as a direct public response to a broad, 
intensive, national advertising campaign in leading 
magazines. 

LADIES’ HOME JOURNAL *» VOGUE »* McCALL’S 
GOOD HOUSEKEEPING AND PHOTOPLAY 
Vitality advertising tells a story the consumer is look- 
ing for, VALUE—the quality, style and comfort built 
into these popular shoes by the world’s largest shoe 

manufacturers. 


THERESA 
8821 Brown Kid, Brown and Mode 
Beige Kid Ornament. 
8811 Dull Black Kid, Black and Mar- 
casite Kid Ornament 
AAA 5-9 AA4%-9_ A4-9 
B 3-9 C3-9 





This sales message is being told in seven and one- 
half million homes—a potential market of nearly 
37,000,000 people, according to U. S. Government 
census. 

The quality of the Vitality line backed by such aggres- 
sive promotion and a fast In-stock Service, has been 
the vitalizing factor that has built enviable 
volume and profits for Vitality dealers. 


VITALITY SHOE COMPANY ’ ST.LOUIS, MO. 


Branch of International Shoe Company 






LUCIA 
9192 Brown Suede Calf, Brown Perforation Underlays 
9142 Admiralty Blue Kid, Gray Perforation Underlays 
9191 Black Suede Calf, Patent Perforation Underlays 
AAA5-9 AA4%-9 A49 B3-9 C3-9 
9111 Dull Black Kid, Gray Perforation Underlays 
9121 Brown Kid, Sea Sand Perforation Underlays 

AAAA 6-10 AAA5-10 AA4%-10 

A 4-10 B 3-10 C 3-10 


[TALITY 


Health Shoes 









z WOMEN’S MEN’S CHILDREN’S BOYS’ 

*\ Health Shoe AAAA to EEE AAA to G Widths and sizes AtoE 

F 7 Sizes 2to 11 $5 Sizes 5 to 14 $5 for all ages Sizes 1 to 6 
Extreme Styles $6 A Few Styles $6 $2 to $4 $4 





Vol. 161, No. 26. Published every week by the Boot & Shoe Recorder Publishing Com pany, Division of United Business Publishers, Inc., 239 W. 39th St., New York, N. Y. 
Entered as second class matter Sept. 10, 1925, at the Post Office at New York, N. Y., under the act of March 3, 1879. Subscription price, $2.00 pr year. Printed in U. S. A. 
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Official Spring 1933 


LEATHER OPENING 


nd 


COLOR CONFERENCE 


‘ Hotel Astor, New York 
September 19-20, 1932 


(Monday 10 A. M. to 10:30 P. M.; Tuesday 10 A. M. to 7:30 P. M.) 


















What Never was it more important for alert shoe manufac- 


Leather 5 turers and retailers to acquaint themselves at an early 


and 


Colors 
Will Sell Arrangements have been made for presenting the official 





date with the leathers and colors that will dominate dur- 






ing the coming season. 







colors chosen for Spring 1933 by means of a most use- 


Next Season? 
Come and 


See f or have chosen will be made available to visiting manufac- 
Yourself turers and retailers. 






ful color conference and clinic. What Paris openings 






have shown and what the shoe and leather industries 








TANNERS’ COUNCIL OF AMERICA 


Exhibit Committee 


J. J. Lyons, Chairman 
W. Griess J. T. McCauley 
H F. H. Miller 
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How te overcome price resistance; 
keep abreast or ahead of competition 
and also manage to secure the mark-up 
requisite today are no small problems. 


In this season of black supremacy, 
the key to these problems is 
LEVOR’S genuine Brazil Cabrettas. 
Put a shoe of this leather next to 
one made of goatskin (which you 
know as kid leather). You will 

no longer be a skeptic! 


The price incentive is 
sufficient to make you 
want to “discover”’ 
LEVOR Cabretta 
immediately: 


LEVOR BRAZIL genu- 
ine CABRETTA is not a 
substitute for kidskin, 
but a rival .. . in wearing 
quality ... in fine texture 
of grain . .. and in 
beauty of its black satin 
and glazed finishes. 


Thousands of leading 
stores have been selling 
shoes of LEVOR genu- 
ine Cabretta for years 
with complete satisfac- 
tion. 








NOW...”BROKEN-IN” COMFORT 
IN SCOTCH GRAINS 


O pinched toes with this Scotch grain shoe. Feet feel THE MILFORD SHOE COM- 
PANY MAKES this popular, 


comfortable from the first because of the Armstrong custeus Inne Heats dinin exfovd 


Box Toes. Flex this semi-soft toe with your thumb. Watch Armstrong’s Cork Box Toes 
, R : : - keep the toe free from wrinkles 
it come right back to stylish shape. No sagging or flattening adie dike 4 beuforeable. 


. no ugly creases. The firm sidewalls and 
, : Armstrongs 

forepart won’t let such things happen. Weara e 
pair of shoes with Armstrong’s Cork Boxes and < 
test their comfort to your own satisfaction. Product 
You can have the stylish comfort of Armstrong’s 9 
cnt tc hsm gee” ARMSTRONGS 
sport, wide toe or pointed, men’s, women’s, or 


children’s models. For further information write C O RK B OX TO E + 


Armstrong Cork €% Insulation Company, Cork 
se 5 = ; : ATLANTA . Boston . CriIcaGco . CINcIN» ATI 
Division, 933 Arch St., Lancaster, Pennsylvania. Detrroir - New York PHitaDELPHIA =-~—= Sr. Lovls 
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@ or tHe 6O 
TOP NOTCH VALUES 
IN FINE 


JUVENILE WELTS 
READY TO SHIP 


N 
Ws is fo toa fo D-Soe ng eal aes No. 5070—Windsor—Almora Elk, Brown 
0 3—A to D—Leather heel.... 81, to 12—A to D—Spring heel 
* 121, to 3—A to D—Leather heel .... 





BR STYLE 
~ 
STOCK 


No. 1470—Blanche—P: 

8/2 to 12—A to D—Soring heel ....$1.70 

1242 to 3—A to D—Leather heel ... 2.00 
Silhouwelt 


Tuf-Toe Shark Tip Oxford 

Be sey —e 
2624W—B 

ays to a a to 
12%, to 3—A to I 











626—Coffee Elk 
§24—Black cat 
529—Patent Leath 

ar nt ete 0 8—B to D—Spring heel.. 
fay y * ye yo t > es o-eaee Real... : 























No. 2625—Camel Elk 
bove to size !2 only 


If you are not familiar with Green 

Shoes and Service send for your copy 

of the new catalog or better still, 

sample the shoes on this page and see 
how quickly they reach you. 


GROWING GIRLS 
MISSES 


oa 60FEMUd REEN 


SHOE MANUFACTURING COMPANY 
960 HARRISON AVENUE BOSTON MASS 


“SALES OFFICES 


1611, Maroridge Bldg 
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The Last Modeler knows that the toe of the 
Th last is of vital importance to the beauty of 
eC the shoe .. . His efforts may be easily de- 


stroyed, however, by bulk and lack of uni- 


formity in materials used that do not follow 
a N d 1 A e the allowances of his design. 


Celastic has been accepted by many Last 
Designers and Style Men as a material that 


will always reproduce a picture of their art. 





THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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The oxford shown above 


is on our popular 


Wyndam Last 





C-H- 
ALDEN 


COMPANY 











DESIGNERS & MAKERS 
OF MEN’S FINE SHOES 


ABINGTON 
‘MASS: 
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QUALITY TAKES flO HOLIDAY In.. 


EISENDRAT 


Manufacturers of shoes become skill- 
ful in knowing one make of leather 
from another even where labels are 
missing. 

Get acquainted with the distinguishing 
“look” and “feel” of EISENDRATH 
CALF. 


You will find it used in nearly every 
nationally known line of men’s shoes 
where quality, not price, is at all times 
paramount. 


SISENDRATH CALF is not a price product, 
for we, too, profit most by aiding both manu- 
facturers and retailers to build business on 
sound values. 


B. D. EISENDRATH TANNING CO. 
RACINE WISCONSIN 
Chicago—130 N. Wells St. 

Boston—195 South St. 





A3108 — Strandway. 
Whl. Fox. Ox.—Devon 
Last 


Manufacturers name on request. 
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